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The Colombian farmer has his own coffee Overy effort is made nurture 


selected | ne tiny ls, which represent tn nhrst of the 
the mountal many ste} the production of Colombia’s pre- 

1 6,000 feet above sea level. nium cofl hus nature and the skill of man com- 

these elevations is endowed bine at every point to produce a work of ‘fection, 


tronger aroma and mor to mak f] from Colombia the be in the world 


National Federation of Coffee Growers of Colombia }'*° “*"' ***" New York 9 N.Y. 








FREE A COMPLETE MARKETING AUDIT 
ON YOUR BRAND INSTANT COFFEE 
Our marketing specialists can show you how to increase your dollar 


sales and total net profit dollars . . . with your brand of instant 


coffee at no cost to you. 


If your instant coffee brand is low on total share-of-market, thin on dis- 


tribution, slow on stock-turn, let us show you how to shoot the figures up. 


To roasters who still have not entered the instant coffee field, we offer 
to blueprint the program that can profitably launch your brand of instant 


coffee and bolster your vac-pac position. 


No other instant coffee processor of roaster brands can offer you the full 
marketing facilities and tested promotions to help you move your instant 
coffee on to more food store shelves . . . and through the check-out 


counters .. . faster. 


May we show you how to build your brand of instant coffee more 


profitably with our FREE MARKETING AUDIT? 


COFFEE INSTANTS, INC. 


133-23 35th AVENUE, 1634 ROLLINS ROAD 
FLUSHING 54, N.Y. 7 BURLINGAME, CALIF. 


America’s Leading Processor and Merchandiser 
of Instant Coffee for Private Brand Distribution 
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CAN YOU AFFORD TO BE WITHOUT 
“ADVANCES IN COFFEE PRODUCTION TECHNOLOGY”? 


Table of Contents 





For importers and roasters in consuming coun- 
tries, “‘Advances in Coffee Production Technology” Introduction 
holds clues to the future of the product on which Recent advances in our knowledge of coffee 
their business is based. trees 
1. Physiology 
2. Genetics 
3. Cytology 


and governments, the book puts between two covers 4. Anatomy 


For coffee growers, shippers, their organizations 


material affecting many immediate and long range , 
8 y 6 8 The supply of better planting material 

aspects of coffee growing. + Aiea 

2. Canephoras (Robustas) 


For libraries and research organizations, it is 3. Asexual propagation of coffee 


an important source of information on a vital com- Mineral nutrition 

1. High fertilizer applications and 
their effects on coffee yields 

; ; — a 2. Detection and control of essential 

“Advances in Coffee Production Technology” is dhiieiitin: Mila 


a worldwide summary of coffee research. It outlines 


modity. 


nee k led dsl i i : £ ef Better control of water supply 
existi y c ie ye ¢ s is > > >t. Mu 
ting Knowledge and shows the direction of e for coffee production 

forts to extend that knowledge. Top coffee scientists : 
The sun-hedge system of coffee growing 
cooperated in preparing the material and consider 
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it an important working tool. The mechanization of cultural operations 


Soil conservation on coffee plantations 


This is the material in the special November, Chemical weed control in coffee 


1958, issue of Coffee & Tea Industries (formerly Recent spraying for control 


The Spice Mill) which immediately became one of of coffee diseases 


the most widely sought after publications appear : 
t widely sought after cations to appear Selection of coffee types 
in this industry. resistant to the Hemileia leaf rust 


Biological control of insect pests in coffee 


‘Advances in Coffee Production Technology” 
Factors affecting the inherent quality 


will be a 96-page book, 9” x 12”. Publication will 
of green coffee 


be mid-April, 1959. Price is $3.00 per copy. ; 
Conclusions 











Use the coupon below to place your order. 
Simply remit $3.00 per copy, with coupon. 


> COFFEE & TEA INDUSTRIES (formerly The Spice Mill) 
106 Water Street, New York 5, N. Y. 


Use this coupon to order Attached find $ for copies of "Advances 
in Coffee Production Technology" at $3.00 each. 
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McDowell & Burch, Inc. 


Coffee Brokers and Agents 


Established 1896 


Deserves 


NEW YORK: 98 Front Street 


CHICAGO: 408 W. Grand Ave. 


Giood Brewing 


SAN FRANCISCO: 214 Front Street NEW ORLEANS: 419 Gravier St. 
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EQUIPMENT 


ENGINEERING 
SERVICE 


Their 
installation 
of 3 
Ray-Nox 
Roasters 
led to 


3 more 


= 
Ray-Nox Coffee Roasters 
and Ideal Coolers 


cump RAY - NOX noasters 


This coffee plant originally installed three Gump Ray-Nox 
Roasters; then later added three more to take care of increased 
sales volume. This company sells a premium brand, and their 
Ray-Nox Roasters consistently, roast after roast, bring out the 
acidity, bouquet, and winey character—the superior cupping 
quality—they must maintain. In addition, Gump Ray-Nox 
Roasters bring new convenience and economy to the roasting 
operation. These Ray-Nox advantages led still another quality 
coffee distributor to replace all their roasting equipment with 
new Gump Ray-Nox Roasters. Wholesalers of economy blends 
benefit in the same ways; they say the Ray-Nox Roaster actually 
up-grades lower priced cottees at the same time cutting 


roaster ope rating and maintenance costs 


Won't Gump Ray Nox Roasters mean better business, 
bigger profits for you, too? Let us explain how exclusive 
features of the Ray-Nox Roaster produce fully, uniformly de- 
veloped roasts, free of tipping and smoking sweet, clean 
and bright every time . . . while easing the cleaning and main 
tenance job. Write for detailed information, without incurring 


any obligation 


8 co F. G U nA P Cc oO = Bar-Nun oe or Jar, tines 


Engineers and Manufacturers since 1872 Write for literature on i 
Gump Coffee Plant Equipment 


1312 SOUTH CICERO AVENUE CHICAGO 50, ILLINOIS 
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H.O.A. 


f> means 
“HOT ON 
ARRIVAL” 


That’s how you deliver 
fresh, stimulating coffee 
when you insist on 


| CECILWARE ' 1 
COFFEE CARRIERS’ 


| designed exclusively for coffee j 


Make coffee when convenient — Serve 
when needed, sure in the knowledge 
that Cecilware’s proved-in-the-field 
double walled fiber glass insulation 
keeps the brew hot 30% longer. Noth- 
ing is so satisfying as piping hot coffee 
and that’s what Cecilware carriers 
deliver by the gallon no matter how 
long and how far the trek may be. Talk 
to your equipment dealer now! 


Cecilware stainless steel coffee carriers with 
fiber glass insulation are available with from 
1/2 to 10 gallon capacity. Prices start at $69 


Please write for a copy of our latest catalog 


CECILWARE-COMMODORE 


PRODUCTS CORPORATION 


Since 1911, more than a million 
Cecilware-Commodore products in use 


199 LAFAYETTE STREET »« NEW YORK 12, N. Y 





IN GREEN COFFEE 
HANDLING 


THE ANSWER: 


Because BURNS can seil its 
green coffee handling equip- 
ment only to companies who are 
successfully competing in to- 
day's market. Successful com- 
petition today means efficient 
and economical production, with 
consistent and dependable 
quality. 

There is only one sure way 
to achieve these two require- 
ments for success — whether 
you have a new plant or an old 
one, a large or a small one. That 
answer is a BURNS engineered 
automation of your green coffee handling, designed to give you 


More exact proportioning of your blends. 
More accurate control of your green coffee costs. 
Less expensive green coffee handling. 
Automation which is easy to operate and maintain. 
That's why we sell control systems as well as machinery — so that we can offer you the 
most modern, practical automation possible. 
Discuss with your BURNS sales engineer what benefits you can derive from BURNS 
automation — and how you can keep your plant profitably competitive in economy of opera- 
tion and consistency of quality. 


AND SONS, INC. 


NEW YORK CHICAGO 
DALLAS SAN FRANCISCO 


Ew G tu £2 Ss 


600 WEST 230d STREET e NEW YOR®«K 36, N.Y 





% Coffee Convention “Highlight” Report: Summary 


coffee controls no cure-all for surplus 
NCA convention told; broad approach urged 





Answers must be sought beyond coffee alone, NCA’s 1959 conclave 


is told; see need for production cutbacks, in meantime; call for 


teamwork to tap U. S. potentials; Prettyman is elected chairman 


The mounting coffee surpluses are too big and basic a 
problem to be solved just by controls—or even by the 
coffee industry alone. 

This broad approach was urged at the 48th annual con- 
vention of the National Coffee Association by the organi- 
zation’s president, John F. McKiernan. 

He warned that retention quotas or export controls on 
green coffee should be considered emergency measures only. 

Prompt action on surpluses was urged by Thomas C. 
Mann, Un'ted States Assistant Secretary of State for Econ- 
omic Affairs. The longer we wait, the more burdensome the 
surpluses will become, he emphasized, since production is in- 
creasing faster than consumption. 

He said that, in his personal opinion, producing countries 
had to take two more steps: fiix absolute limits on exports 
and certain excess production, 

The problem of coffee surpluses dominated the conven- 
tion, along with the companion problem of inadequate con- 
sumption, 

Under the theme of ‘“Time for Teamwork,’ United States 
coffee leaders, producing country representatives and mar- 
keting experts examined both problems. 

U. S. coffee imports of 42,000,000 bags a year by 1980 
were forecast by Joao Roberto Suplicy Hafers, president of 
the Pan-American Coffee Bureau and representative of the 
Brazilian Coffee Institute 

We will 


potentials, he told the convention: population growth, more 


reach those levels if we realize on just three 
cup consumption per person per day, coffee brewing by 
housewives at the rate of 5O cups to the pound. 

Boca Raton, Florida, a pleasantly familiar site for the 
NCA conventions, turned on some of its brightest sunshine 
and balmiest breezes, especially refreshing to delegates from 
chill January climes. 

At the closing session, Thomas J. Prettyman, of the 
Butter-Nut Coffee Co., Inc., Omaha, was elected chairman, 
succeeding Frderick H. Silence, of Ruffner, McDowell & 


Burch, Inc. 


MARCH 


Named vice chairman was Arthur A, Anisansel, of the 
Imperial Commodities Corp., New York Cty. Elected 
treasurer was J. A. Durland, of Cain’s Coffee Co., Okla- 
homa City. 

Named to the board of directors for three year terms 
were James F. Sullivan, F. W. Ehrhard & Co., New York 
City; George Harrison, Harrison Coffee Corp., Paterson, 
N. J.; Austin A, O'Brien, Byrne, Delay & Co., New Orleans; 
B. F. Close, B. F, Close Co., Cincinnati; Rueben W. Hills, 
III, Hills Bros. Coffee Inc., San Francisco; Rodger Baker, 
Safeway Stores, Inc., San Francisco; and George M. McEvoy, 
J. Aron & Co., New York City. 

Mr. Silence, the retiring chairman, was elected to a two- 
year term to complete Mr. Anisansel’s unexpired term. 

The industry must face up to the “‘over-awing”’ surplus, 
Mr. McKiernan told the convention. 

‘It would be folly of the most dangerous kind to delay 
a realistic evaluation of what impends, The 
harsh truth of the matter is that we are challenged by 
problems which might well prove beyond our ability to solve, 


he warned 


unless they are faced realistically, objectively, and with a 
spirit of understanding, good-will and _ self-sacrifice.” 

He said the industry was plagued by “the ironic anomaly 
of perilous plentitude, aggravated by a deficiency of le 
mand.’ 

The surplus problem is much too basic for retentions or 
even export controls to be considered as cure-alls, Mr, M¢ 
Kiernan declared 

He cited Dr. Milton Eisenhower's comments after return 


ing from a tour of Latin America: 


‘If coffee prices are stabilized at a satisfactory level for 
a time, this in itself will give impetus to the present trend 
of increased production Pr duction Is going up consider- 


ably faster than consumption. So a quota system alone 
eventually could worsen matters for the producers. If 
adopted, it must be accompanied by unrelenting efforts to 


widen markets, to reduce production costs, to increase 


6) 
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Left: NCA President John F. Mc- 
Kiernan with officers elected by the 
1959 convention: From left: Thomas 
J. Prettyman, The Butter-Nut Coffee 
Co., Inc., chairman; A. A. Anisansel, 
Imperial Commodities Corp., vice 
chairman; J. R. Durland, Cain's Cof- 
fee Co., treasurer; and Mr. Mec- 
Kiernan. 


Center, left: Some of the coffee 
industry's Joe Colleges and Betty 
Co-eds at the convention's ‘Varsity 
Drag Night’. Center, right: Parti- 
cipants in the "Coffee Revue of 
1959" being rated on the applause 
meter. The revue proved coffee 
talent. 


Bottom, left: Bright sun shone as 
coffee golfers pitted skills. Here, 
(from left) are Overton Dickinson, 
E. M. Manning, Carl F. Hull and 
Herman F. Baerwald. Bottom, right: 
Paul Gibsone, of Bogota, landed this 
7° II." sailfish to win top prize. 





% Coffee Convention “Highlight” Report: Surplus 


meeting the problem of the surplus 





By THOMAS C. MANN, Assistant Secretary of State for Economic Affairs 
United States Department of State 


Not only is coffee vital to the current stability and well- 
being of several national economies, but the health of the 
industry will determine in large measure whether govern- 
ments will find it possible to respond to grass-roots pressure 
for economic development. The speed with which develop- 
ment can go forward whether there will be a 
satisfactory rate of development in these countries during 
the next decade—is directly related to coffee. 

And not only is coffee important to the producing coun- 
tries, but it provides the bulk of the foreign exchange used 
by these countries to buy or exports; about 20% of our 
total world exports is bought by coffee economies. Other 
consuming nations have similar trade interests. 


indeed, 


I am sure we can also agree that economies which depend 
on coffee are faced with difficult problems. World con- 
sumption is about 38,000,000 bags a year and world pro- 
duction this year was somewhere in the neighborhood of 
52,000,000 bags. Existing reserves are between 15,000,000 
and 20,000,000 bags and it is obvious that to this total must 
be added the excess production of this year’s crop. 
a serious imbalance between 
Not only that, while con- 


There is, therefore, world 
production and consumption. 
sumpt'on increases at the rate of only 2% to 3% a year, 
production both in America and in Africa continues to tn 
crease by a substantially larger percentage. The longer we 
wait the larger the burdensome surpluses will become. and 
the more difficult it will be to find a solution. 

There are two ways in which this imbalance can be cor- 
rected. One would be to permit the automatic operation of 
economic laws to take place. The first phase of the classical 
cycle would be for excess production to exert its pressure 
on the market, driving prices down to the point where it 
would no longer be profitable to produce. After a period 
of time, this would result in cutbacks in production to levels 
below consumption, with the result that prices then would 
And _ better turn, would 
operate to increase world production again, thus completing 
the full cycle and laying the groundwork for a repetition 


begin to rise again prices, in 


of the same phenomenon 
All of us 


raw cottee 


that in the 
S5¢ and 


here are aware of the fact 
have between 


somewhere in 


Pp ist, 


prices fluctuated 95S¢ 


Fluctuations this would occur again 


if there were no controls. And I think the same type ot 


range 


fluctuations, perhaps in a delayed and less violent form, 
would occur if one or two producing countries attempted 
to stem the tide alone. 

Another way Is to find economically sound procedures for 
mitigating the severity of these fluctuations in a manner that 
is fair to the producer and consumer alike. 


MAR ba 19869 


The United States, at the request of many coffee pro- 
ducing countries, recently decided to cooperate in seeking 
a constructive multilateral solution to the problem through 
the Coffee Study Group. I do not disguise the fact that 
this is a most difficult and complex task. The method we 
have chocen can even be called an experiment. Without the 


(Continued on page 25) 


NCA President John F. McKiernan (left) with first-day speakers 
at the 48th convention. From left: Thomas C. Mann, Assistant 
Secretary of State for Economic Affairs; Francois Gavoty, vice 
president of the Special Coffee Study Group; Manuel G. Esca- 
lante, chairman of the board of directors, Latin American Coffee 


Agreement. 


Platform speakers the second day included dynamic Carl Millman, 
president, Automatic Merchandising Corp.; NCA President Mc- 
Kiernan; Joao Roberto Hafers, president, Pan-American Coffee 
Bureau; Robert M. Stelzer, president, Student Marketing Institute, 
Inc.; Eugene G. Laughery, president, The Coffee Brewing Institute, 
Inc.; Thomas J. Prettyman, who presided at this season. 





ROBUSTA 
COFFEE 


from 


IVORY COAST 


@ Increasingly popular because of uniform blend- 


ing quality. 


@ Quality assured through modern preparation. 


CHAMBER OF COMMERCE 


P.O. BOX 1399, ABIDJAN 
IVORY COAST, FRENCH W. AFRICA 


United States Representative 

French Overseas Territories Division 
Commercial Counselor to the French Embassy 
610 Fifth Avenue, N. Y. 20, N. Y. 

Cl 5-7974 


concrete is widely used. The center picture illustrates one of the mobile hulling units in use in Ivory Coast. On the 
right is shown one of the new cleaning and warehousing plants in Abidian. 
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* Coffee Convention “Highlight” Report: Producing Countries 


the Latin American Coffee Agreement 





By MANUEL G. ESCALANTE, Chairman 
Board of Directors 
Latin American Coffee Agreement 


Escalante 1s also Ambassador of Co 


Manuel G 


, ' 
the l niled States. 


The purpose of the Latin American Coffee Agreement is 
to adjust the coffee supply to meet the demand and bring 
about an orderly placement of the product in world markets 

Trying to balance the world supply with its expected 
demand of 38,000,000 bags in the coffee year October, 
1958 to September, 1959, the signatory countries of the 
Latin American Coffee Agreement are going to keep in 
reserve between 11,000,000 and 12,000,000 bags of coffee of 
this year’s crop. This supply should meet the demand and 
prices should stabilize at the level presently attractive to 
consumers. Thus, ail producing countries and areas of the 
world should benefit from the unprecedented joint effort 
in this hemisphere. 

When an agreement such as this goes into effect, the 
first few months usually prove to be very difficult ones for 
those participating countries which have not had any ex- 
perience in being subject to such restrictions. I want to 
emphasize that despite this lack of experience, these countries 
are making every effort to participate fully in the program, 
and they are effectively cooperating to bring order to the 


market. I have complete faith that the market will become 
more and more orderly every day. Furthermore, I see no 
reason that there ever should be a disorderly market if the 
coffee demand equates the coffee supply 

The Board of Directors decided that coffee reserves ac- 
cumulated as a result of the Agreement are not to go to the 
international markets, except in the case specifically pre 
scribed by the Agreement itself, and, therefore, should 
not constitute a price disturbing threat 

The signatory Latin 
Agreement also have decided to study ways of increasing 
their sales in Western Europe. The population of Europe 
is about twice that of the United States. Should it be 
possible to raise average Western European consumption to 
a level only half of what it is in the United States, the 
a 


countries of the American Coftee 


market for coffee would increase several million bags 
year, 

This is not wishful thinking. In tastes and cultural hert- 
tage, there is a great similarity between the Un'ted States 
and Western Europe. Why, then, do Europeans drink only 
half as Americans? Of course, their in 
comes are tasurmountable ob 


cotfee as 


But 


much 
lower this is not an 


ed on page 71) 


The Coffee Revue of 1959 


"The Coffee Revue of !959"' gave NCA's convention some of its 
more memorable moments. For example, the three sisters from 
California with the overpowering charms—E. A. Johnson, Jr., Ed 
Manning and Ruben Hills Ill (not necessarily in that order, but 
who can tell?). That kittenish couple is Dick Balzac and his wife, 
who sang a "Persian Cat" duet. The man with the gun is Fred 
Schoenhut, who managed to "shoot" an apple off white-jacketed 
Jack McCarthy's head, after potting some ducks passing overhead. 


MARCH O59 


Master of ceremonies Ed Johnson, Jr., is introducing Wi!l and Tell. 
What's coming out of that eloquent warbler at the right is ‘La 
Cucaracha". He's Jim Carson, who can be an astonishingly able 
troubadour. Not shown is Mrs. E. M. Manning, who won first prize 
with a folk song she understandably altered to “Red is the Color 
of My True Love's Hair." The Balzac's were second on the applause 
meter. Vincent Campbell did a touching "Sonny Boy’, and Diamond 
& Anderson presented a piano and banjo duet. 
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% Coffee Convention “Highlight” Report: Producing Countries 


the path to international agreement 





By FRANCOIS GAVOTY, Vice President 
Working Committee 
International Coffee Study Group 


Gavoty is also Commercial Counselor to the French 


My 
Embassy, in Washington, D.C. 


Since 1948, world coffee production has been increasing 
at an annual average rate of 5%. But the average rate of 
increase of world imports has been 2% 
quently, and especially in the last three years, vast  sur- 


pluses have been piling up in producing countries, creating 


per year. Conse- 


an imbalance between supply and demand which could re- 


sult 
In October, 1957, the first active measures were taken by 


in a Major crisis 
seven. major Latin American producing countries, which 
agreed to regulate their exports over the following year by 
retaining a quota of their exportable crops. This arrange- 
ment was known as the ‘Mexico Pact 

In January, 1958, Brazil of 
ducers and consumers in Rio de Janeiro, which set up an 
International Coffee with headquarters in 
Brazil, to promote world consumption of coffee 

Last, but not least, the National Coffee Association offi 
cially recognized, in January, 1958, that some method of 


conference 


called a pro- 


Organization, 


Green Giants... 


Before the historic softball battle on the South Lawn at Boca. The 
Green Giants (left) went down to defeat before the Robot Roasters. 
On the green team were (kneeling, from left): Glendy Munson, Jr., 
Lafaye & Arnaud; Vincent J. Diez, Machado & Co.; E. F. Trainor, 
Moller Steamship Co., Inc.; J. J. Schwartz, T. Barbour Brown & Co. 
Standing: Bert Canal, Canal & Co.; team captain Fred Schoenhut, 
C. E. Bickford & Co.; Joseph Colaciello, James W. Phyfe & Co., 
Jack McCarthy, C. E. Bickford & Co.; John Dreyfous, J. Aron 


Inc.; 
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[ 


stabilization had to be found and implemented, if the 
coffee industry were to operate on an orderly basis and re- 
main healthy. 

Consequently, the formation of the Coffee Study Group 
in June, 1958, was not unexpected. In fact, the new cotfce 
year, beginning July Ist, was facing a carryover of at least 
16,000,000 bags and an exportable production estimated to 
exceed the preceding one by more than 6,000,000 bags, 92% 
of which were expected from South America alone. The 
“Mexico Pact,” which had definitely been useful in main- 
taining prices, was due to expire at the end of September 
It was obvious that in to maintain some kind of 
balance between supply and demand, new measures had to 
be applied, with the participation of as great a number of 


order 


countries as possible. 

Actually, two working groups were formed within the 
Coffee Study Group. One was divided into two subcom- 
mittees, the first composed of representatives of the Latin 
American countries, the other of spokesmen for the African 
producers and presided over by the United States rep- 


(Continued on page 38) 


vs. Robot Roasters 


& Co., Inc. On the roasters' team were (kneeling, from left): Ralph 
Lombardi, Machado & Co., who was softball chairman; James 
Alexander; J. Elliott Burt, Reamer, Turner & Co.; team captain 
Nate Schmid, The Woolson Spice Co., who was acclaimed the 
most valuable player. Standing: M. E. Pavitt, American Bag & 
Paper Sales Corp.; Edward Hill, Merrill Lynch, Pierce, Fenner & 
Smith; E. D. Reeves, Tenco, Inc.; John A. Tobin, Cosmopolitan 
Shipping Co., Inc.; Joseph W. Hatch, Colonial Stores, Inc. 


cs g A NDUS TRIE snd 





Mild, flavorful Guatemalan coffee is 
no accident. The best possible 


care is given each coffee tree from 


planting to picking. And— 

only the fully ripened, deep crimson 
cherries are picked, insuring 
mildness and flavor. If you want 


a fine, mild coffee 


in your blend, join the growing list SB ; 
of U. S. roasters who are CMe 


switching to Guatemalans. 


111 WALL STREET 
NEW YORK 5, N. Y. 


BULLETIN +3 IS NOW READY. 

The third in the series of informative booklets Telephone: 

is now ready for distribution. The one com- BOwling Green 9-661 6-7 
pletes the list of the Hamburg Coffee Mart. It 
also has an interesting story on the history of Cable: GUATCOFFEE 
coffee in Guatemala and other information. It’s 

free. Write for your copy today. 





% Coffee Convention “Highlight” Report: Brewing 


tools for more consumption 








By EUGENE G. LAUGHERY, President 
The Coffee Brewing Institute, Inc. 


The goal for this industry is obvious: greater consumption 
of the beverage by the consumer and, hence, ever-increasing 
sales of the commodity by the roaster and the grower. 

Now this ts a basic definition of what the goal is. Hou 
it can be achieved is another matter and one to which the 
industry has recently been addrssing itself with increasing 
vigor. 

I have in mind the strides made during the past year in 
support of the better-brewing campaign. The impact this 
program has had on the trade is both encouraging and sig- 
nificant. For the first time in a long, long time, roasters 
are again coming to the realization that it’s the goodness of 
the beverage in the cup that sells coffee; that it is not 
only prudent but profitable to teach customers how to get 
the best flavor out of their blends. 

That's all to the good, as far as it goes. I qualify my 
praise, because I am not naive enough to believe that every- 
one is hopping on the good-brewing bandwagon, and that 
from here on out, the road will be smooth and uncluttered 
Unfortunately, there will always be a few, some in a position 
of dominance, who will decide to play it their way at the 
expense of the industry as a whole. 

It is precisely such situations that weaken and, in fact, 
nullify any chance for real and aggressive teamwork by the 
that 
every single element interested in the commodity coffee, 


entire industry—teamwork in the end would benefit 


especially the consumer 
This problem has confronted us, and continues to con- 


front us On occasions too numerous to mention, we've 


gotten the full endorsement of roasters regarding our recom- 


mendations, They have been genuinely interested; they 


have recognized the virtue and practicality of the sug 


gested course. But when it came to implementing the pro- 
gram, they hesitated. Why? Because, according to them, 
the type of competition they faced made it impossible. 
They have been compelled to resort to expediency. Such 
expediency works in accordance with the law of diminish- 
ing returns. 

What do I mean by the law of diminishing returns in 
this case? Just this—that as long as the stretching of the 
brew is recommended, not only will the strength of the 
beverage be increasingly weakened, but sales and con- 
sumption of the commodity will decrease. 

Worked to its logical conclusion, stretching could quite 
conceivably drive coffee from its vaunted place as America's 
favorite beverage. 

This is not sounding an unnecessary alarm. A_ recent 
survey by McCall's Magazine indicated that 83% of the 
homemakers are using one half pound of coffee, or less, 
to do the job of a full pound. 

Our experience has emphasized the fact that these same 
women want to make a good cup of coffee. The fact that 
they do not achieve their desire means but one thing. The 
coffee industry has not told them how to use its product 
to best advantage. 

They do not use enough coffee. They use different size 
measurements. They think different types of coffee-makers 
require different quantities of coffee. They think they 
can vary the grind they use and get more mileage out of 
the coffee. In many instances, bitterness is confused with 
strength. Flavor is completely lost. 

This same survey recommends: “Here's how you can help 
emphasize the importance of a rec/pe tor coffee making. 


(Continued on page 48) 


At Reception for Coffee Conventioneers 


Relaxing at a reception for coffee conventioneers in Boca Raton's 
Cloister Lounge are (left) George V. Robbins, General Foods Corp.; 
Mrs. Robbins; Carlos Cordero, Coffee Growers Association of El 
Salvador: Joao Roberto Hafers, Pan-American Coffee Bureau and 
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Brazilian Coffee Institute. Center: Eric K. Klaussmann, Mrs. Klauss- 
mann, Mrs. Gustav Wedell and Mr. Wedell. Right: Ralph T. Reeve, 
Bowen Engineering, Inc.; Joseph J. Quinn, Jr., also of Bowen; 
Rodger Baker, Safeway Stores, Inc.; Dexter A. Smith, Bowen. 


INDUSTRIES and The Field 


Flavor 





Fact: More and more coffee is 
being consumed away from home! 
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Ks Want a bigger share 
Toman" of this growing market? 


*Away-from-home” consumption of coffee is at an all-time 
high, and is continuing to grow! One of the greatest sales advan- 
tages you can offer is the assurance that your fine blends will be 
received at their very freshest—vacuum-packed, of course, in con- 
venient, economical metal containers! 

Canco is ready to give you “‘all-out”’ service—containers for every 
purpose, line engineering, closing and vacuumizing equipment, 


prompt and dependable supply and many other Canco “extras.” 





Get your sales off to the best start by calling the man from 


Canco today! 


New York - Chicago 


conc TON OO TNA ee crouse Son Francse 
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Ready to try their skill in the coffee golf tournament are (from 
left): Donald Cady, The Nestle Co., Inc.; Gary Nixon; Edward T. 
Down, Martinson's Coffee, Inc.; and D. T. McFadden, American Can 
Co. 


These golfers turned up a number of winners. From left: 

R. Quinlan, B. C. Ireland, Inc.; Thomas W. Kelly, Breed, Abbott 
& Morgan; J. L. Robinson, Jabez Burns & Sons, Inc.; J. D. Ander- 
son, Southland Coffee Co.; Philip |. Eisenmenger, Standard Brands 


Waiting to tee off are W. Connell Englisbee, Ruffner, McDowell & 
Burch, Inc.; George W. Peabody, Tenco, Inc.; Foster Blackburn, 
U. S. Department of Agriculture; Richard F. Balzac, Balzac Bros. 
& Co 


In this foursome are Clarence Irish, Hoosier Coffee Co.; James 
Carson, The Coffee Brewing Institute; Mrs. John Zitz; Mr. Zitz, Hill- 
Shaw Co. Lewis Oehmig, Fleetwood Coffee Co., chaired golfing. 


golf, fishing 





Under blue, semi-tropical skies, coffee people at the 48th 
annual convention of the National Coffee Association took 
full advantage of the sports facilities at The Boca Raton 
Club, familiar Florida stamping grounds for the NCA 
conclaves. 

Golf, fishing, tennis, and softball led the outdoor ac- 
tivities, with the first two—as usual—the most popular. 

Indoors, there were tournaments in bridge and canasta. 

Champion golfer this year was James V. Gurge of the 
Holland Interamerica Line, who awarded the Pan- 
American Coffee Bureau golf trophy. Other top winners 
in the men’s golf tournament were Lew Ochmig, Fleetwood 
Coffee Co.; Weldon Emigh, Weldon H. Emigh Co., Inc.; 
Robert S. Hatfield, Continental Can Co., and Robert R. 
Quinlan, B. C. Ireland, Inc. 

Other winners in the men’s tournament were A. J. Rasch, 
E. J. Salerno, E. T. Down, J. L. Robinson, A. E. Larkin, 
Jr., J. A. Sherman, Thomas W. Kelly, R. E. Pentz, R. A. 
Sutherland and D. T. McFadden. 

In all, 40 delegates won handsome prizes for leading 
the field in the men’s golf tournament. 

Chairing the golf tournament was Mr. Ochmig, assisted 
by A. A. O'Brien and R. B. Sasseen. 

Top winners in the ladies’ golf play-off were Mrs. Alan 
V. Bories (J. Aron & Co., Inc.) and Mrs. George E. 
White (Maxwell House Division, General Foods Corp.). 

During the three days of the fishing tournament, 12 sail- 
fish were caught, according to W. Ferd Dahlen, who, as 
usual, ably headed up arrangements for this activity. The 


was 


sailfish were all of a fairly good size, which made it rather 
difficult to award prizes, Mr. Dahten commented. 

Coffee men from producing countries managed to land 
the two top prize-winning sailfish. Paul Gibsone, of Bogota, 
i hs 111 or Second 


Colombia, brought in the biggest one, 
prize went to Alberto Gunderson, of Mexico, whose catch 
was only seven inches shorter. 

For several years now, shark has been ruled out of the 
prize money. But R. Kenneth Newhall, of the First Na- 
tional Bank of Chicago, brought in a 518 lb, whopper, and 
that a lot of skill. He was therefore awarded third 


prize. 


took 


Fourth prize, for the most unusual fish, went to Daniel 
F. Lyons, of the Hl‘nois Central Railroad, for his 241 lb. 
cobia. 

A barracuda which tipped the scile at 23% Ibs. brought 
fifth prize to William H. Moldt, of the Manhattan Coffee 
Co. The next heaviest fish, a 2314 Ib. amberjack, nailed 
down sixth prize for E. D. Reeves, of Tenco, Inc. 

The ladies did well, indeed, on the blue waters. Mrs. 
Charles Mattman, wife of the Moore-McCormack Lines ex- 
ecutive, landed a sailfish which measured 7’ 24”. It gave 
her first prize in the ladies fishing tournament. 


Second prize in this category went to Mrs. Don Petersen, 
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% Coffee Convention “Highlight” Report: Sports 


top coffee convention sports 





(The deWitt-Nash Co.), who brought in a 70 Ib. sailfish, 
the second heaviest caught by anybody at the convention. 
It was, moreover, Mrs. Petersen's first try at deep-sea fish- 
ing! 

The south Boca 
carnage that was supposed to be a softball game. By the 
time the smoke had cleared, assorted charley horses, aches 
and bruises, not to mention sore arms, were mute testimony 
to the final score of the ‘pitcher's battle,” 21-17. 


lawn at was the scene of the annual 


The Robot Roasters wound up their springs and uncoiled 
11 runs in the very first inning. Led by their indomitable 
captain, Nat Schmid of the Woolson Spice Co., the Roast- 
ers hung on grimly, waiting for the Green Giants to 
counterattack 

It was not long in coming. Fred Schoenhut's charges 
came roaring back, fighting desparately to close the gap. 
But, alas, time, or rather innings, had run out 

Nat Schmid was acclaimed the outstanding player in the 
Jay Schwartz, of T. Barbour Brown & Co., came in 
He unloaded a tremendous 
They're 


xame 
for his share of the laurels, too 
drive over the left fielder’s head, for a home run 
still looking for the ball. 

Heading up the softball arrangements was Ralph Lom- 
bardi, of Machado & Co. 


A round robin men’s doubles tennis tournament was 


run off on the new courts of the club. Reports George C. 
Dangman, of Johnson & Higgins, tennis chairman: “The 


new facilities are quite an improvement over those we 


found last year, even though the players complained about 
the long hike back to the hotel after a few hard sets. There 


have been some facetious suggestions about the advisability 


70-pounder and second heaviest in the 
caught by Mrs. Don Petersen, the 

It was her first try at deep-sea 
are John Egidy, Columbus Line 
Barbara Heuman; Mr. Petersen, deWitt-Nash Co.; John Heuman, 
Continental Coffee Co. Center: Starting out for what turned out 
to be good fishing are Mr. and Mrs. E. M. Manning, Manning's, 


Left: That swordfish, a 
convention tournament, was 
smiling lady with the fishing rod. 
fishing! With her (from left) 
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of helicopters, bus service or at least golf buggies fitted with 
oxygen masks. 

“After the fuzz was beaten off numerous tennis balls, 
the results showed the winners to be Joe Hatch, of Colonial 
Stores, Inc., and Don Diamond, of the A. C. Israel Com 
modity Co., Inc., with the runners up John Dreyfus of J 
J. Aron & Co., Inc., and Abba Bayer, of James W. Phyfe 

“The tournament ended in a photo-finish with a total 
of two games separating the winners, and this small margin 
for the Hatch-Diamond combine attributable in no 
small way to the rooting of Mrs. Hatch for hubby Joe 

“Don Diamond 
up in his back pocket after being on the winning team two 


Was 


feels he has the tournament all sewed 
years running, but what he doesn't know ts that we have 
instigated the usual Congressional monopoly investigation 

Mrs. Hans Fraenkel strove mightily to get enough ladies 
interested in playing to fill out a women’s draw and by 
so doing add some beauty to the brawn, but unfortunately 
for all of us, the gals refused to show. We wish her better 
luck next year and the same wishes to the non-winning 
(similar to-losing) men’s participants who helped make 
the matches fun for all 

Winners of the bridge tournament were Mrs. J. W. Gehr 
kin (American Bag & Paper Sales Corp.) and Mrs. C, F 
Smith, (Jabez Burns & Sons, Inc.) In Canasta, the winners 
were Mrs. Walter Katzoff, (Superior Tea & Coffee Co.) 
and Mrs. Francis X. Scafuro, (Bank of America) 

( hairing the ladies’ events was Mrs. R. B Sasseen, assisted 
by Mrs. J. L. Antrim, Jr., Mrs. R. E. Atha, Sr., Mrs. H. A 
Fraenkel, Mrs. E. A. Johnson, Sr., ind Mrs. A. L. Ransohoft 
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Inc.; J. D. Anderson, Southland Coffee Co.; Thomas Gilmore, The 
Borden Co.; Richard F. Balzac, Balzac Bros. & Co., Inc. Right: 
More proof of how well the ladies did at fishing. That's Mrs. 
Charles Mattman who caught the sailfish, which measures 7' 24%". 
It brought her first prize in the fishing contest for the distaff side. 
With her are Basil Naumann, Naumann, Gepp & Co., Inc., who 
caught two swordfish himself, and Lloyd K. Cummings, J. A. Folger 
& Co. (Kansas City). 
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summer after summer 


MORE 

IS MADE 
BRAZILIAN 
THAN WITH 


Every U.S. citizen buying coffee has free choice 


And yet, year after year, the Brazils continue 
to outsell all others—both for hot coffee and 
for iced. This consumer preference is a tribute 
& to the quality and variety of the Brazils. They 


satisfy a wider range of taste with their rich 


is + among scores of kinds and brands available. 


BRAZILS ARE PREFERRED 


COPrree EA INDUSTRIES and 





ICED COFFEE 
WITH 

COFFEES 
ANY OTHER 


/ 
f 


body, full flavor and fine aroma. Particularly ly , 
in iced coffee, these elements of the supreme 
quality of the Brazils will prove themselves 


again this summer. For they will not be dissi- j 
pated by the refreshing chill. As more people 

drink more iced coffee, you can be sure that 

they will drink more Brazilian coffee. 





THE 
BRAZILIAN 
COFFEE INSTITUTE 


120 WALL STREET, NEW YORK 5, N.Y. 
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%* Coffee Convention “Highlight” Report: Youth Market 


time for “teenwork” 





By ROBERT M. STELZER, President 


Teenwork—T-E-E-N 
you This is, Of COUTrSE d play on words 
OOO of 


work—ts vitally important work to 
but teens—17,000 
them—are not a play word for the coffee industry 
There ts no more necessary work for you than successfully 
reaching, influencing and selling American teenagers on 
cottec 

Teens are beverage consumers themselves They exert 
1 strong influence on the purchasing habits of their families 


y 


They are hosts and hostesses at numerous parties and get 


togethers And in a few years they will be homemakers 
of their own 

now one-third of all 18 
One-half of all 


first 


Why, 
and 19 year olds are already married 


In a few years? right 


new 


brides are 19 and under. One-fourth of all time 


mothers are in their teens 


But here is the real importance. If you don't get teen 


wers drinking coffee, and drinking itt soon, you may lose 


them forever. And if you lose them, 1f you lose an entire 


reneration now and keep losing them in the future, you 


yourselves are also. lost 


There are two points to remember in dealing with teen 


i presstons last 


slogans which are the byword ot 


These two points are 


those of us in the youth market. Let's sce how they apply 


to you in the coffee industry. Today's teenagers have al 


ready started their habits in the beverage field and_ they 


ire not good habits for the coffee industry. Other beverages 


Student Marketing Institute 


have been adopted by today’s teen- 
agers, And remember, 
it is easier to start a habit than to stop one. 

Don't worry about possible repercussions in developing 


both hot and cold 


have become habitual with them. 


teen-age coffee drinking habits. Research studies conclusively 
prove that there is no objection to teens 16 and over drink- 
ing coffee. With many teenagers, their first impression of a 
cup of coffee is that of a bitter beverage whose taste 1s not 
to their liking. They have been exposed to the watered 
down, sloppily brewed cup of coffee too prevalent these 
last years. And with youth, first impressions last 

It is time for everyone in the coffee industry to get be 
hind an industrywide program on a nation-wide level util- 
izing methods and media which have been successful for 
others in reaching, influencing and sell ng this teenage mar- 
ket 

The National Coffee Association has taken the first direct 
step by producing ‘everybody: Wonders.” In the 12 years 
I have directed the activities of my firm in conducting 
youth market activities for leading organiaztions of the 
United States, such an 
ceptance of an industry-sponsored booklet 

But this is only a first step, and any first step needs 


It 1s up to you 


I have never seen enthusiastic ac- 


strong support, as well as proper guidance. 
to help promote this booklet, to see that it ts put into the 
hands of young people, their teachers, parents and others 
who influence them and in turn are influenced by them. 
What are the other steps that must be taken, and quickly, 


betore it is too late to get teenagers drinking coffee—properly 


Back to the Roaring 20's . . and “Varsity Drag” Night 


"Varsity Drag Night" at Boca. In that happy foursome at the left 
are E. A. Johnson, Sr., Mrs. Arthur Ransohoff, Mrs. Johnson and 
Arthur (Red Mop) Ransohoff himself. The three Joe Colleges in 
the center are William H. Sibrava, of the Irving Trust Co.; Charles 
E. Rogers, now retired and succeeded at Irving Trust by Mr. 
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Sibrava; James Carson, The Coffee Brewing Institute. At the right 
are Paul Zimmerman, Carl Borchsenius Co., Inc.; William Buse, of 
Borchsenius’ Guatemala office: Mrs. Buse; Charles W. Duncan, Sr., 
Duncan Coffee Co.; Mr. Borchsenius. Coffee people returned with 
zest to Roaring 20's. 
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BUILD 
SUMMER 
COFFEE 
SALES 


Order your Iced Coffee Merchandising 
Materials early so your customers 
can use them from June on! 





Join in the drive to build coffee sales _ sure to order early —so they can be put 
all summer long. These display mate- _up in restaurants and grocery stores 
rials can help to sell your brand. Be _ by the time the weather turns hot. 


OFFERED AT HALF-COST: 














Restaurant Menu Tip-on, Restaurant and Grocery Store Banner, full color, 
full color, 3'4"’ x 4’, with 20” x 8'»'’, with space for related food item and price 
price spot. 50¢ per hundred —or your brand imprint. $3.00 per hundred (minimum 
minimum order 100). order 25). 


y PAN-AMERICAN COFFEE BUREAU 
Giant glass, full color, 28 = 1} for 120 Wall St., New York 5, N. Y. Dept. A 
windows, pillars, walls and mirrors. 


$3.00 per hundred (minimum order 25). . 
Gentlemen: 
Please mail me one of the Iced Coffee 


Kits today. 


NOTE: PACB also has prepared newspaper mats in one and 
two column sizes to help you tie in Iced Coffee with your 
brand. Radio commercial suggestions and a TV-telop are 


also available to you. 


NAME 


ADDRESS 


Your full Merchandising Kit contains samples of all the 
above materials. If you have not yet received it, fill in and 


} 
SS ee 


mail this coupon today. CE te eee aT re eae ase 
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brewed coffee that they can enjoy? Here is a six point 


program: 
Point 1: Research the teen market. Get the facts on teen 


coffee use, likes and dislikes. Find out how coffee can be 


made an integral part of teenagers’ daily lives, in their 
initial investment in sound 


everyday activities. A small 


research will return dividends in increased sales of coffee 
at decreased costs. 

Point 2 
older teenage market with the coffee message. 


1¥, but 


advertising money wisely, since each medium has its own 


the 
Magazines, 


Advertise. Use existing media to reach 


useful, use your 


radio, newspapers, etc., are all 
special techniques that will produce the best results. And 
use advertising copy that appeals to the teens. 

Sample them with coffee. Teenagers are the 
in the world. They do things together, 
Sample them 


the 


Point 3 
Rreatest groupers 


in clubs, at parties, on picnics, in school. 


good coffee brewed as recommended by 
Coftee Bre wing Institute, at their organized group activities 
Show them that drinking coffee is enjoyable 
Point 4 Get 
consc.ous through contests beamed directly at 
ibout a contest working through schools and youth organi- 


zations for making coffee drinks using full-flavored, rich- 


with cottee. 


teens coftee- 
them. How 


Promote coffee to teenagers. 


ly brewed coffee? But be sure to make these contests easy 
to enter, with a lot of winners, even if the prizes are small 
Teens love to win 

Point 5 
cottec 
teen columns in newspapers throughout the United States, 


Publicize the the benefits—of 


Get coffee favorably mentioned in the hundreds of 


benefits—yes, 


in food pages of teenage magazines, in publications of high 
schools and youth groups, and by disc jockeys and teenage 
idols 

Educate teens and those who influence them 
about coffee. Material on coffee is a natural for the class- 


Home economics teachers want to know about coftee 


Point 6 


room 
Geography teachers are interested 
in learning where coffee comes from and how. History 
like to tell their the part that 
played in developing North, Central and South 
Africa, Certainly the 
Bureau can be of School 
may not know that a cup of coffee 
a bottle of 


' 
brewing, coffee serving 


teachers would students 


coffee 
and in recent too. 
Cottee 
and parents 


America, years, 


Pan-American aid here. 
teachers 
has less caffeine than some bars of chocolate or 
a carbonated beverage. Educational material on coffee can 
be very effective. Always have it prepared by people who 
are experts and checked by those who you would like to 
use it 


publi- 


these ac- 


sampling, promoting, 
cizing, educating—these vital. But 
in themselves will only succeed if they are properly 


Researching, advertising, 


points are 
tivities 
planned, conceived and conducted by an organization which 
specializes in reaching, influencing and selling the teen- 
age market, and has gained the experience to know what 
methods and appeals will be successful. 

You see, teenagers today are different than their counter- 
parts in any other generation, and the patterns of their 
present day social life are of utmost importance to the coffee 
industry above all, sociable creatures 
so than any other age group. They spend much time with 
Their social life is relatively uninterrupted by 

Too, they are at an age of insecurity, of 


Teenagers are, more 
their friends 

responsibilities 
exploitation, of wanting and needing the companionship of 


contemporaries 
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"Do you mind initialing a slight change in the contract?" 


Now, what does this mean in terms of coffee? It means 

that they also need a sociable drink—one which will re- 

flect their new-found adulthood—an_ice-breaker among 

themselves at home, at school, as sports events, at work and 

on dates. Many teenagers are still at the tail end of the 

awkward age when they must have a conversational auxiliary 
something to sip, or something to drink. 

Teenagers are also extremely diet and grooming con- 
scious They are aware of the caloric hazards of soda 
fountain They actively seek and welcome a 
beverage that will fit into their way of life, that will fill 
their needs. This beverage can be coffee. 


concoctions. 


Two-pound jar introduced for Alta Coffee 


First major change in many years in the packaging of 
ground coffee has been made by the Alexander Baiart Co., 
San Francisco, which recently introduced a two-pound jar 
for its Alta brand of vacuum-packed coffee. 

Distribution is through grocers in Northern California and 
Nevada 

The wide-mouth jar can be re-used for storing kitchen 
cooking supplies, such as macaroni, rice, flour and sugar. 
The glass container has blown-in instructions which advise 
homemakers, “Do not fill above this line when used as a 
freezer jar.’ The jars can be decorated with decals and 
used as vases and planters. 

The Owens-Illinois Glass Co., San Francisco, supplies the 
two-pound jars ; Bernardin Bottle Cap Co., Evansville, Ind., 
the two-piece closures; and the Louis Roesch Co., San 
Francisco, the labels. 


SOFFEE & TEA INDUS 





meeting the problem of the surplus 


(Continued from page 11) 





trappings of a formal organization and with minimal ex- 
penditures, the major producing and consuming countries 
have come together to exchange views and to develop an 
understanding of the problems which face them. I think 
we can all take considerable satisfaction from the fact 
that all major producing and consuming countries have not 
only agreed to participate in the Coffee Study Group, but 
have given generously of their time and talent to find 
practicable solutions. 

Difficult problems have been posed for all the parti- 
cipants. In spite of these difficulties, and in the space 
of only a few months, two separate exporter groups have 
been formed, one Latin American and one European, which 
have made undertakings to limit their exports. One hears 
from time to time expressions of concern that these agree- 
ments have not been more effective. The surprising thing 
is that they have accomplished in a short space of time as 
much as they have—accomplishments which I am sure have 
prevented sharp and disastrous declines in the price of 
coffee. 

In spite of these achievements, there are some who have 
misgivings about efforts to stabilize the industry. These mis- 
givings are understandable, for they are based on real 
problems for producers, consumers and the buyer-producer 
group alike. 

The producer who is asked by his government to refrain 
from exporting his total crop is apt to consider what his 
profit might have been had he been able to export his en- 
tire crop at a high price; and he 1s also likely to compare 
his sacrifices with the sacrifices of others. I would be the 
first to concede that there should be equitable sharing of the 
producer burden and that efforts to find a formula which 
takes into account all the circumstances and is fair to all 
should be continued. At the same time, it is also true that 
any ‘losses’ which producers may sustain as a result of 
stability are less than they would sustain if efforts to reach 
a multilateral understanding fail and the industry were to 
start on the downward part of the cycle to which I have 
already referred. And if the individual producer gains by 
international cooperation, it is also true that the economy 
of his country gains even more. 

As for the consumer, or as we usually say in the United 
States when we are speaking of coffee, the “housewife,” we 


Coffee quotas — import and export 


“Mach has been said about the necessity of import 
quotas in the United States; these depend upon Con- 
gress and ‘actually’ on the long-run attitudes of my 
people, and also the needs connected with prices in the 
market and on the problem of the producing countries. 

“An export quota on your part ts a reciprocal re- 
sponsibility, and 1 am certain that what we need is an 
equitable solution with all the world accepting its share 
of the responsibility. Up to now, the efforts on the part 
of the governments, their businessmen, the producers of 
coffee and the consumers have been very good and I 
hope that this cooperation will continue even more, ob- 
taining, as had been said, an even higher degree of co- 
operation.” 

“We have talked within the government, the execu- 
tive and 
I believe that during this session of Congress, we will 
have the opportunity to explain our coffee problem, not 
only for Colombia but for all an) 
presentation of the problems of Americas has to include 
coffee.” 

R. R. Rubbottom, United States Department of 
State, speaking in Bogota, Colombia. 


branch various agencies of the government. 


America, because 








PACB to boost iced coffee 


via network radio this summer 


The Pan-American Coffee Bureau will promote iced 
coffee via network spot radio this summer. 

Beginning in June, a new iced coffee jingle will be 
heard approximately 25 times weekly over as many as 
200 radio stations from coast to coast. 

The Bureau expects to net 
pressions per week for the eight consecutive weeks in 


about 35,000,000 im- 
which the campaign will be on the air. 

Complete details on the 1959 iced coffee campaign, 
including samples of new point-of-sale materials, will be 





sent to roasters the last week in March. 
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do not have to ask our memories to carry us very far back 
in time to recall the days when good quality coffee was sell- 
ing for $1.35 a pound. If we assume that production and 
consumption are to be stabilized at levels fair to consumer 
and producer alike, the consumer will in the long term 
benefit by the elim’nation of violent fluctuations in price. 
Furthermore, consumers in all of the principal coffee con- 
suming nations of the world are also citizens of the free 
world, and as such they gain from a healthy and _ stable 
trade which strengthens free world economies of so many 
allied nations. 

Even from the standpoint of the true interest of the 
coffee trade, I wonder whether it 1s des'rable for com- 
mercial stocks to be reduced to one-third of their normal 
level so that both seller and buyer, processor and con- 
sumer, must operate on a day-to-day basis, fearful that a 
purchase today will result in a heavy loss tomorrow. 

I would, however, be less than candid if I did not also 
express my personal opinion that the exporting nations, if 
they are to devise a truly effective program for the future, 
must take two additional steps. 

First, they must agree on a formula which fixes absolute 
limits on exports. The “retention system,’ which restricts 
exports to a certain percentage of the national production, 
does not have the degree of accuracy which, from a technical 
point of view, would seem to be essential. If the exporting 
nations will reach agreement on an effective formula—if 
they have the will to impose effective export controls 
the immediate problem of preventing the dumping of ex- 
cess production in the world market would be solved and 
it would be unnecessary to think about alternative techniques 
An export control has precisely the same economic effect 
that an import control has. 

If there is to be real and enduring stability, a second step 
must also be taken: the curtailment of excess production. 

Each producing country must, of course, decide for itself 

(Continued on page 64) 
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United Instant Coffee Corp. 
formed by Dannemiller, Harrison 
and National Tea Packing Co. 


There's a new name in instant coffee processing: United 
Instant Coffee Corp 

The new firm has acquired the Harrison Coffee Corp., 
Paterson, N. J., 
Harrison Coffee 

Participants in the new venture, with equal interests, are 
the Dannemiller Coffee Co., Harrison and the 
National Tea Packing Co., Inc 

Officers of the United Instant Coffee Corp Mr 
Harrison, president and general manager; George N. Witt, 
Dannemiller, secretary; and 


and will operate a trade service as did 


George 
are 


vice president; Edward F 
Thomas Dannemiller, treasurer. 

The participants are each well known for long stand 
ing service activities to the coffee and tea industries. With 
the new set-up, these services have been considerably en- 
hanced, to keep pace with advanced requirements in the 
coffee and tea fields 
production personnel with the Harrison 
Coffee Corp. remain intact under Mr. Harrison's manage- 


Each of the participants will supply qualified organi- 


Expe rienced 


ment 
zation personnel for production and management training 


in the new company. 
The expanded facilities acquired by United Instant have 
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THE GREAT ATLANTIC AND PACIFIC TEA CO. 


RETAILERS OF FINE COFFEE 


BRAZIL AND COLOMBIA 


AMERICAN COFFEE 
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five times greater production capacity than the former 
Harrison facilities. Latest developments in processing and 
packaging instant coffee have been installed. 

Production of instant tea is planned for later this year. 


New JFG soluble coffee plant, with Bowen 


spray dryer, to boost capacity many times 

Floyd P. Goodson, Jr., president of the JFG Coffee Co., 
Knoxville, Tenn., has announced that his company has be- 
gun construction of a new soluble coffee plant. 

The first equipment to be installed will be the most 
modern spray drying equipment, which has been obtained 
from Bowen Engineering, Inc., North Branch, N. J. 

The new spray dryer will increase the capacity of instant 
product several times that of the existing plant. This ex- 
pansion represents substantial growth for JFG, one of the 
original independent companies in the soluble field. 


Bogota firm gets license to import 


processing equipment for instant coffee 


A license to import equipment to process instant coffee 
has been granted to Levapan, a Bogota, Colombia, firm, ac- 
cording to a report in the National Coffee Association's 
News Letter. 

The News Letter quoted the newspaper, El Tiempo, as 
saying that authority had also been granted to Compania 
National de Chocolates, Medellin, to import similar equip- 
ment, but that this firm had not yet begun to process in- 


stant coffee. 
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The newspaper also referred to the fact that last year 
Colombia's National Coffee Committee had decided to study 
the establishment of instant coffee plants in Colombia not 
only to supply local consumption but also for export. The 
Federation, the newspaper added, is waiting for information 
trom the United States regarding the possibility of effect- 
ing contracts with large American firms. Mention is made 
of the instant coffee plants now operating in Mexico and 
EI Salvador, and of Brazil's plans for new instant coffee 


plants. 


Nestle unwinds huge promotion 

Over12,000,000 homes in this country have received one 
of the most spectacular decaffeinated instant coffee pro- 
motions ever made through a national magazine. 

The Nestlé Co., Inc., launched one of the biggest cam- 
paigns of its history to boost the sales of Decaf, its de- 
caffeinated instant coffee, and to make Decaf converts of 
the readers of Reader's Digest, America’s biggest selling 
Magazine. 

The nationwide promotion, through its three-page "gate- 
fold” advertisement in the March issue of the Digest, gave 
consumers an opportunity to save 12¢ on the purchase of 
Decaf in any size 

The Decaf advertisement included a coupon worth 12¢ 
which can be redeemed anywhere that Decaf is sold in 
Continental United States and Hawaii. It is the first time 
that the pocket-sized magazine carried an instant cotfee 
coupon of any kind. 

In addition to the coupon, and included in the “gate-fold” 
ad, Nestlé ran a “Silver Dollar Sweepstakes,” featuring a 
grand prize of $1,000. The Grand Prize was only one of 
1,107 cash awards. The sweepstakes lure, which gave every- 
one an equal chance of winning, was expected to insure a 
high rate of coupon redemptions. The promotion ts es- 
sentially a “get acquainted” offer. 

Participating in the promotion were retail stores through- 
out the country, many of them with attention-getting pro- 
motion display materials to help boost their decaffeinated 
coffee sales. The display materials included stack cards, 
banners, shelf markers and large floor display bins, all 
supplied by Nestle. 


New soluble coffee literature available 

In connection with its recent announcement offering 
complete processing equipment for soluble coffee plants, 
Bowen Engineering, Inc., North Branch, N. J., has prepared 
an illustrated, detailed brochure. 

The literature describes Bowen services in the following 
areas: design, engineering, fabrication, erection, plant. start- 
up and operator training. 

The brochure also includes a detailed flow diagram of 
the processing section of a typical Bowen soluble coffee 


plant. 
Copies are available on request from Bowen Engineering 


Ross named ad manager for Schonbrunn 

Lee J. Ross has been appointed advertising manager 
of S. A. Schonbrunn & Co., Inc., Palisades Park, N. J., 
producer of Savarin and Medaglia d’Oro coffees. 

Earlier in his career, Mr. Ross had been a brand man- 
ager with the company. During the last seven years, he 
has been an advertising and marketing executive in the 
tood and packaged goods fields on the advertiser and 


agency levels. 
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NEW ELECTRIC 


FULLY AUTOMATIC 


PERCOLATORS 


24- 48- 84-Cup Capacities 


For 


Homes @ Churches @ Schools @ Taverns @ Lodges 


Restaurants @ Hospitals e wherever large quantities 


of perfect coffee are desired. 


THREE MOST WANTED SIZES ... 


AP-24—24-cup 
capacity 


Also a wide selection of 
semi - automatic Drip -O 

lator electric coffee makers 
In capacities from 18 to 72 
cups. Write for descriptive 
literature 


THE 


Completely 
Automatic 


A snap to ciean 
No Bags, Filters, 
Papers or Screens 


Perfect Coffee Every 
ime 


AP-48—48-cup capacity 


EASY TO USI Sim 
ply put in the required 
amount of cold water, add 
coffee and switch on cur 
rent. Perking action starts 
in seconds and stops at the 
peak of percolated flavor 
Then automatically the all 
new Automatic Electric 
Percolator turns to low 
heat to keep the full-bodied 
brew serving hot Ap 
sroved by Underwriter’s 
Laboratory 


MWh 
ALUMINUM CO. 


MASSILLON, OHIO 


Manufacturers of Quality Aluminum Cooking Utensils since 1914 











YOURS for the asking 


The booklets listed below contain specialized, detailed 
information on various subjects. This literature 1s yours 
for the asking. Merely fill out the coupon and mail 


l COFFEE EQUIPMENT 

A comprehensive, 42-page booklet, this catalog 
of coffee equipment has information, specifications 
and illustrations on coffee urns, urn_ batteries, 
gridded risers, coffee carriers, iced tea urns and de 
canters, plug-in coffee stations, and equipment parts 
and accessories. Cecilware-Commodore Products 


Corp., 199 Lafayette Street, New York 12, N. Y 


2 SOLUBLE PROCESSING 

This profusely illustrated 24-page brochure de 
scribes Turba-Film Processors, the percolator units 
used in some of the recently built instant coffee 
plants. Percolating is the step ahead of spray dry- 
ing in the manufacture of soluble coffee. Process 
Equipment Division, Rodney Hunt Machine Co., 


117 Vale Street, Orange, Mass 


3 MODERN FILLING MACHINES 

This illustrated, four-page folder describes vari 
ous kinds of filling machines developed for today’s 
packaging requirements. Among the machines are 
universal fillers, automatic augar feeds, automatic 
deplex units, automatic tight wrappers and others 
Stokes and Smith Co.. 4900 Summerdale Ave., Phila 


delphia 24 


4 COFFEE BINS 

This bulletin is a fact sheet on Burns True-Flow 
Bins. It describes the use of the bins in the plant 
operation, and tells about the features of the bins, 
and various sizes. It makes clear why True-Flow 
Bins overcome particle separation in ground coffee. 
Also described are coffee cars, for bean coffee and 
the ground product. Jabez Burns and Sons, Inc., 
600 West 43rd Street, New York 36, N. Y 


5 NEW COFFEE ROASTER 


An illustrated folder describes a new coffee 
roaster, B. F. Gump Co.'s Ray-Nox. The folder tells 
about the method of roasting used in the Ray-Nox 
Roaster, and other features of operation and con- 
struction, including recording thermometers and 
controls. B. F. Gump Co., 1325 S$. Cicero Avenue, 
Chicago 50, III 


SPICE MILL PUBLISHING CO. 
106 Water St., New York 5, N. Y. 
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“Mark my word” 


By MARK HALL 


THE BOSS 


There are two satisfactions over and above mak- 
ing money. Some of these go to the boss who, as he 
watches his employees stream in and take up their 
jobs, can say to himself that here is something good 
he has done for his fellow men. 

His success is essential to the whoie situation. 
The feeling of service may just be a by-product of 
what was originally self interest alone. This in no 
way detracts from the value of the altruistic feel- 
ings which flow from this success. It is part of the 
reward, 

Without the leaders, the enterprisers, the man- 
agers in life, it is doubtful just how the ordinary 
man with limited talents would survive. 

It is a wise provision of nature that gives the 
rewards to the gifted and prompts them to further 
their own ends by the so-called “exploiting” of their 
fellows. In this process, the worker is able to re- 
ceive the maximum and the gifted gets the stimulus 
for enterprise. 

It could be said, rather accurately, that the en- 
terpriser gives the humbler member of society a 
chance to exploit what special talent he may have. 

There was an age in the life of man when we 
dug for roots, gathered nuts and berries and killed 
game. It was mostly a personal operation, with the 
use of individual skiils. It was not an easy way of 
life. Starvation was always just around the corner, 
sometimes on this side of the corner. Now, with 
large groups being “exploited” and machinery do- 
ing the work of many men, we have short hours, 
good wages, leisure, more freedom and old age 


security, 











Restore lost art of coffee-brewing, Coronet 


magazine suggests; tie-in material for roasters 


Coffee-making is becoming a lost art in too many 
American homes because of widespread and careless 
deviation from a simple, standard formula. 

Coronet magazine emphasies better brewing in an 
article in the April issue, on the newsstands in mid-March. 

The article, entitled “The Secrets of Coffee,” states 
that billions of the cups of coffee consumed by Ameri- 
cans each year are “hardly palatable because of slapdash 
coffee-making methods.” 

Coronet is making available envelope stuffers and 
posters to tie-in with the article. Coffee firms are invited 
to arrange for posters to be displayed in retail stores, 
and to enclose the stuffers with their correspondence. 


INDUSTRIES and The Flavor Fieid 





R. E. Williams continues as president 


of Gump as Burns takes over assets 


After more than half a century of activity in the food 
machinery industry, William M. Williams has retired, 
effective March lst, as of the board of the 
B. F. Gump Co., Chicago manufacturers of food and 
chemical plant equipment. 

Mr. Williams’ sons, Ralph E. and Maurice T., will con- 
tinue with Gump as president and secretary-treasurer. 

J. L. Robinson replaces William M. Williams as board 
chairman, and J. F. Biehl becomes executive vice presi- 
dent. Mr. Robinson is president of Jabez Burns & Sons, 
Inc., New York City, and Mr, Biehl is secretary-treasurer. 

As a step in the liquidation of the business interests 
of the Williams family, the Gump manufacturing assets 
Gump Co., 


chairman 


have been acquired by the reorganized B. F. 
which is a wholly owned subsidiary of Jabez Burns & Sons, 
Inc. Gump operations will continue in its modern manu- 
facturing plant in Chicago. 

Under the new arrangement, customers of both the 
B. F. Gump Co. and Jabez Burns & Sons, Inc., should 
benefit substantially from expanded operations, since 
between the two companies a broad line of equipment 
and services for the food and chemical process industries 
will be offered. 

The B. F. Gump Co. will continue its new equipment 
development program and will shortly announce a new 
line of bag handling machinery, in addition to the new 
can packaging lines which were recently introduced. 

It is anticipated that a new continuous weighing feeder 


will soon be offered to supplement the established line of 
volume percentage feeders known as Draver Feeders and 
Master Continuous Mixing Systems. Further expansion 
of the Model “M”’ all-metal rotary sifter line is also ex- 
pected. 


Coffee’s Gus Andressen called champion 


fund raiser by Duluth newspaper 


Gustav A. Andresen is Duluth’s champion fund raiser. 

That's what the Duluth Herald said recently in an 
article by staff writer Gordon Slovut in a department 
called, “In the Herald Spotlight”. 

Mr. Andresen is now heading a campaign to raise 
$350,000 to build educational-TV facilities in the city. 

“When he turned over the presidency of the Andresen- 
Ryan Coffee Co. to his son, John, a few years ago, 
Andresen figured he would have more leisure time for 
article 


himself,” the three-column 


But he’s busier than ever, the writer adds. 


Says. 


BBDO to handle PACB advertising 


Effective June Ist, advertising for the Pan-American 
Coffee Bureau will be handled by Batten, Barton, Durstine 
& Osborne, Inc., New York City 

The account had been with Fuller & Smith & Ross, Inc., 
for many years. 

Pan-American Coffee Bureau advertising in Canada will 
continue to be handled by Vickers & Benson Ltd., of Mon 


treal and Toronto. 


—" 
ee. @ is proud to announce that it will furnish 


the spray dryer for the new soluble coffee plant of JFG Coffee Co., Knoxville, Tenn. 


ecognized leader in 

spray drying since 1926, 
once again leads the 
industry with the design, 
engineering and construction 
of complete processing 
equipment for soluble 


coffee plants. 


BOWEN ENGINEERING, INC. 
NORTH BRANCH, NEW JERSEY 





Coffee vending 





One-cup-at-a-time fresh brew 
coffee vending machine 
is introduced by Rudd-Melikian 


Brew-a-cup’—a_ coffee machine which brews indi 
vidual cups ot cottee directly from separate packets ot 
ground coffee and vends them in less than nine seconds 
following coin insertion, has been perfected and will 
be marketed in April by Rudd-Melikian, Inc., Hatboro, 
Pa 

Under development by Rudd-Melikian engineers and 
cottce technologists since 1956, the Brew-a-cup machine 
represents a major breakthrough in the coffee vending 


industry 

The Rudd-Melikian 
ground coffee beans in individual air-tight but 
penetrable packets, each containing the measured amount 


| 
for a single cup of coffee. The packets, each roughly the 


Brew-a-cup unit packages fresh 
water 


size of two rounded and flattened tea bags, are con 


nected by a specially developed tape. As each coin ts 
dropped, the tape ts drawn, a packet-at-a-time, from a 
sanitary canister into the brewing chamber. Here perco 
lator-hot water is forced through the packet, extracting 
ind dispensing the coffee into a waiting cup below. This 


process can be repeated every nine seconds. More than 


00 packets can be stored in the machine 


In addition to consistent quality and favor, other 
advantages of the Brew-a-cup machine include the ab- 
sence of unused coffee to be dumped, loose grounds to 
be eliminated, and taste and aroma problems resulting 
from brewed coffee held for long periods before con- 
sumption, Also, since each cup is individually brewed, 
the new machine operates just as well on a 24-hour basis 
as on an 8-hour shift. 

The Rudd-Melikian machine is 70” high (with 6” 
tubular legs), 35” wide and, on operator recommenda- 
tions, only 2614” deep. The model has a 
500-cup capacity and is designed to dispense four dif- 
coffee, tea, hot chocolate and soup. 


standard 


ferent commodities 
The unit, complete with push-buttons for extra cream 
and sugar, is priced at $1,595. The coffee price is $13.95 


per 1,000 packets—or less than 1.4 cents per serving. 


Vending route men see coffee packed 


New developments in vending coffee were pointed 
out to SO executives, men of the 
Automatic Merchandising Corp., 
plant of Continental Coffee Co., Chicago. 

Continental has been active in the vending field for 
The company has developed made- 
fresh-brew ma- 


and service 


when they toured the 


salesmen 


the past two years 
to-order coffee blends for each of the 
chines now on the market, according to Roy M. Zola, 
manager of the vending department. 

Mr. Zola said that the program included a plant tour 
of roasting, grinding and packing operations. The 
visitors were also taken through Continental's labora- 
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tories, where a trained staff of food engineers are cur- 
rently spending a major portion of their time developing 
and improving vending coffees. 

A panel discussion led by Mr. Zola and Stanley Kap- 
lan, of the vending department, and Dr. Jack Bloom, 
director of research and quality control, followed the 
tour, 

Continental also offered their facilities to Automatic 
Merchandising for their regularly scheduled monthly 
sales meetings. 


Coffee myths on sleeping, nervousness 


are “for the birds’, Dr. Brady insists 


Notions on coffee and sleeping, as well as nervousness, 
were debunked in forthright manner recently by Dr. 
William Brady in his syndicated news column. 

“Coffee (caffeine) acts on the cerebrum for two and 
a half to as long as three and a half hours,’ he declared. 
“In four hours, the drug is entirely oxidized, destroyed 
or eliminated. So one may enjoy a cup or two of good 
coffee at dinner time or early in the evening, without 
fear of being kept awake if one does not go to bed within 
four hours. The notion that coffee at breakfast time will 
make one ‘nervous’ or keep one awake at night is for 
the birds.” 

Dr. Brady adds that two or three cups of coffee daily 
are good for any adult with heart trouble, particularly 
coronary artery trouble. He concludes his column by 
Stating: 

‘I'm the authority for any statement I make here. If 
you have any doubts of this, try to find an authority who 
will contradict my statement.” 


It isn’t the coffee you drink — 


it’s the way you think ! 


Dr. Joe Kamiya, Director of the Dream and Sleep Re- 
search Project of the University of Chicago, was inter- 
viewed for a recent issue of U. S. News & World Re- 
port on the subject of “How Much Sleep Do You Really 
Need ?,”’ the National Coffee Association News Letter re- 
ports. 

To the question: "Why is it that some people who 
drink a cup of coffee at night will lie awake whereas 
other people can drink several cups without its bothering 
them?” Dr. Kamiya answers as follows: 

“Well. there are two factors that enter in here. One ts 
the effect of caffeine itself. People differ in their sensi 
tivities to caffeine. But I rather suspect that a more im- 
portant factor here is our own attitude about whether 
coffee will keep us awake. You've decided that coffee ts 
going to keep you awake, so it does keep you awake 
There have been experiments done which suggest that 


this is true.” 


Cook Coffee names Roth to head 


route operations, McVay finances 


Charles G. Roth has been named vice president in 
charge of route operations for the Cook Cotfee Co 

Herbert McVay was named vice president in charge of 
finances for both Cook Coffee and the afhliated Pick-N- 
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S.A. SCHONBRUNN & CO.,INC. 
Grand and Ruby Avenue - Palisades Park, N. J. 
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advertising . . . merchandising . . . promotion 


Continental Coffee salesmen 
blind-test competitor’s coffees 
at every district sales meeting 


Requiring your salesmen to use a competitor's products 
may seem like risky business practice, but a Chicago firm 
has found it ts one of the best ways to instill confidence 
in its products. It is company practice at the Continental 
Cottee Co. for salesmen to sample other coffees at every 
district sales meeting 

The taste is conducted blindfold 
Only the salesman who brews the coffee knows which 


under conditions. 


cups contain Continental and which cups contain other 
blends. Salesmen sample four cups, two containing their 
company s product, two the other coffees, then give an 
objective written evaluation of the cups they preter. 


Tests are conducted in 25 districts encompassing 182 


individual routes within the 20-state area served by Con- 


tinental 

Meetings are usually held in the morning, with a 
scheduled break allowed for taste testing. The salesman 
assigned to brew the coffee codes the bottoms of the 
cups, and passes them out with a printed ballot form. 
Atter completion of the test, the results are announced 

Alvin Cohn, president of the firm, feels that you can't 
merits of your own company’s 


sell a salesman on_ the 


product unless he can sell himself first. The coffee com- 
parison test has proven an extremely effective method 
of instilling the confidence they need to do a good selling 
job, he said. 

The companywide results are then reported back to all 
salesmen. Photostats of the results in the district sales 
manager's handwriting are collected from the various 
districts and copies forwarded to each salesman. Addi- 
tional copies of the test results are made available to sales- 
men to use in selling. 

The coffee-comparison-test results serve another pur- 
pose. They are an accurate field check on the quality 
of the product. As the company roasts and grinds coffee 
in four plants—in Chicago, Brooklyn, Toledo and Seattle 

the reports become an important means of maintaining 
standardized and rigid quality control throughout all 
plants. 

The company, which also produces a complete insti- 
tutional line of such products as soups, sauces, spices, 
gelatins, pancake mix, and cream desserts, also prescribes 
that the noon meal at every district sales meeting include 
one or more of these allied food products. This is yet 
another means used by the company to sell its salesmen. 


Coffee in Panama 
Coffee production in Panama continued to increase. About 
5,000,000 trees were producing during the 1957/58 year, 
and new trees are reaching maturity. 
New plantings are being made each year, particularly in 


the Province of Cocle. 
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New system automatically 
proportions bean, ground 
or soluble coffee 


Up to 500 Ibs. of each of four different grades of cof- 
fee—a total of one ton—can now be proportioned in a 
single operation by a new ‘‘Select-O-Weigh” System, it 
was announced by officials of the Richardson Scale Co., 
Clifton, N. J. 

Control and supervision 


maintained by a dust-tight, control 


wall-mounted panel. 


The flow of the process is graphically marked on the | 


face of the panel. 
The system handles bean, ground or soluble coffee. 
Engineered and designed by the Richardson Scale Co., 


of the blending process are | 


the new process makes it possible to weigh out from one | 
to four ingredients, each one in any required amount up | 


to 500 Ibs. While these are being mixed, a new set of 
ingredients is weighed out. 


activated, but the control panel affords manual control 
if needed. 


Each material feeder is controlled by one of the panel's | 


weight selector verniers. These verniers are arranged in 


Each step is automatically | 


| 


sequence, so that the proportions may be selected in or | 


out when setting up the batch formula. 


Once the formu- | 


. - . | 
la is established, the proportionate amount of each in- | 


gredient is dialed up on the weight selector vernier. 


Each selected feeder in turn adds its pre-set amount | 
Following the delivery, the weigh | 


to the weigh hopper. 


hopper automatically discharges through the bottom hop.- | 
a tare check is made on the system, | 


per to the mixer, 
and the weigh hopper door recloses, impulsing the feed- 


| 


ers to recycle in the delivery of the second weighment of | 


the batch. 
delivered to the mixer, then the scales shut down. 

After the pre-mix time expires the mixer automatically 
discharges to the batch holding hopper. The 
continues automatically. 


Small-scale weighing and filling 


machine described in new bulletin 


A Holm Model GF 
packaging of free-flowing materials 1s described in a new 
bulletin offered by the Richardson Scale Co., Clifton, N. J. 

Bulletin H-2 tells how this bench model machine operates 
inexpensive design for small-scale 


weighing and filling machine for 


as a simple, foolproof, 
and packaging operations at the rate of 18 to 20 


weighing 
The bulletin lists specifi- 


accurate weighings per minute. 
cations and describes component parts, as well as the oper- 
ation of the machine 


write Scale Co., 


Hart Bandstra, Richardson 


For copies, 


Clifton, N. He 


Third Guatemala coffee booklet issued 


The Guatemala Coffee Bureau announces that the third 
in their series of informative booklets is now ready. 

Bulletin No. 3 contains the balance of the list of 
bers of the Hamburg (Germany) Coffee Mart, 


story on the history of coffee in Guatemala, 


mem- 
an interesting 
and other ma- 
terial. 

Copies may be obtained free from the Guatemala Coffee 


Bureau, 111 Wall Street, New York 5, N. Y. 
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Coffee imports into U. S. 
down 3% in 1958, but value 
declines 15%, USDC says 


The 


States last year was down 3% from 1957, but declining 


volume of green coftee imports into the United 


prices drove the total value down 15% to the lowest 
level since 1950, according to the Business and Defense 
Services Administration of the United States Department 
of Commerce 

The that 
tained, but prices will decline further, despite efforts 


outlook for 1959 is volume will be main 


to limit exports and stabilize prices, the USDC says 
The 1958. at 43.8¢ 


off six 


average price in a pound, was 


cents from 1957's average, and the lowest since 
the 1946-1950 period 

Imports from the major producing areas 
North Central 
and Caribbean producing countries 
from South America 
Africa declined 5%, 


halved 


exc ept 


America, which includes the American 


were down. Those 


were off 7% from 1957, those from 


and imports from Asta were nearly 


Imports from the North American countries were up 


12% 


Coffee in Sudan 


Sudan is beginning to plant coffee. The government dis- 
tributed 60,000 seedlings this year, and hopes that 20,000 
such 


icres will be in production by 1973. Production at 


levels would probably meet domestic needs 


1958 coffee roastings up 3%, 
biggest total since 1948; 
solubles at record high 


Coffee roastings during 1958 amounted to 20,937,000 
bags—the largest annual total since 1949, according to 
the Bureau of the Census, Department of Commerce. 

Total 1958 


solubles and for the military services, were up 616,000 


roastings, which include roastings for 

bags (3%) over the 20,321,000 bags roasted in 1957. 
Roastings in each of the four quarters of 1958 were 

ahead of the comparable quarter of 1957. Fourth quarter 

1958 roastings of 5,570,000 bags were the largest quarter- 

ly roastings since the first quarter of 1956. 

1958 were also at a 


145.000 


Roastings for soluble use during 
record high of increase of 


bags (4%) over -957 


3.597.000 bags, an 


total 
roastings, which had dropped from 18.1 in the first 


The proportion of roastings for soluble use to 
quarter of 1958, to 17.2% in the second quarter and 
16.2% in the third, rose again to 17.20% in the fourth 
quarter. 

The ratio for the entire year 1958 was 17.2, a small 
increase over the ratio of 17.0% for 1957. 

Inventories of green coffee in the United States totaled 
2,114,000 bags on December 31st, 1958, a decrease of 
845,000 bags (29°) from stocks on hand at the end 
of 1957. December 1958, 
their lowest year-end level since 1954, were up 288,000 


However, 31st, stocks, at 


bags (16%) over September 30th inventories 
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On the menu 


Developments among public feeding outlets 





Coffee sold at 65% of nation’s “funspots” 

Coffee is high on the list of beverages sought by people 
in search of fun, and this need is satisfied by food and 
drink stands in 65% of the nation’s ‘funspots.”’ 

“Funspots’” are amusement facilities ranging from play- 


grounds and bowling alleys to skating rinks and dance 


pevilions. 
These facts, along with other statistics on food and 


drink service, were released by Funspot, the business | 


magazine of amusement recreation industry, in its an- 
nual market analysis issue. 


Continental adds filter grid basket 


A new filter grid basket has been introduced by the 
Continental Coffee Co., Chicago. Developed by Con- 
tinental’s Equipment Manufacturing Division 
form to specifications of The Coffee Brewing Institute, 
the filter grid basket fits any two, three, six or ten gallon 
Continental urn. 

In addition to keeping the bag from coming into 
direct contact with the brewed coffee, the grid bottom 
creates small pockets of filtration, permitting more per- 
the four to six minute 


to con- 


fect extraction of flavor within 
brewing period specified by CBI. 

The cotfee bag is completely enclosed by the stainless 
steel wall of the grid basket, allowing all of the water 
to pour through the first time. Thus, repouring over 
the grounds is eliminated. 


New design in hot drink vending cup 

“Regent,” a distinctive new design in plastic-lined paper 
hot cups for vending, is now being made available by the 
Paper Container Division of the Continental Can Co. 

The hot-drink cups are offered in seven-ounce and nine- 
ounce sizes, both featuring Continental's plastic-lined con- 
struction, which keeps the flavor of the beverage at peak 
level. 

The new design, created by award-winning stylist Freda 
Diamond, is fashioned after the classic fleur-de-lis-pattern 
and is printed in tan and brown colors on a white back- 


ground 


No hot coffee in Hot Coffee, Miss. 

You can’t buy a cup of hot coffee in Hot Coffee, Missis- 
SIppt. 

The town of 100 on State Highway 532 has only two 
stores, and neither sells beverage coffee. 

But R. J. Knight, who owns one of the stores, may do 
something about it. He is thinking of putting an urn 
out front, and giving hot coffee free to people who come 
through Hot Coffee. 


Uganda's second biggest crop 

Drought damage in Uganda in 1957/58 was not as ex 
tensive as had been thought, and the total coffee production 
is now placed at 1,300,000 bags. This 1957/58 production 
is the second highest on record, being exceeded only by 
1956/57. 
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coffee controls no cure-all 
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quality, and to divert high-cost acres from coffee to other 
crops for domestic consumption or export i. 

Producing countries must decide on the ultimate role of 
cotfee in their economies, Mr. McKiernan suggested 
Is it to be treated as only one of several sources which 
horizons. of 


asked 


Cofttee has played a I ading role in the development of most 


can broaden incomes and widen economi 


those countries which have other resources’, he 


Can it be expected to continue 
life? 


of the producing countries 
indefinitely as their only staff of economi 


He added that 


supply the means to meet all the demands of the producing 


coffee alone may no longer be able to 


countries for progress to better standards of living 


Referring to the Coffee Study Group, a 21-nation body 
which has been meeting in Washington under the chair 
McKiernan described 
practical examples of democracy in action 
The Study 


Group’s vigorous approach to a difficult assignment and 


manship of the U. S. government, Mr 


tS SESSIONS Aas 


and a pattern for international teamwork 


the good faith of all participants, he said, “warrant our 


optimism and our moral support.’ 


The NCA spokesman expressed the hope that the Study 


Group's recommendations ‘will reflect the U.S industry's 


recognition of the importance of U.S. consumers and _ the 


particular responsibilities which the U. S. industry bears 


toward them.’ 


Turning to the challenge of underconsumption, Mr. Mc- 
Kiernan pointed out that during 1958 Americans used 15 
more cups of water with each pound of coffee than they did 
ten years ago. 

The association's better-brewing campaign was reviewed 
by Mr. Silence in his chairman's report on the opening day. 
He called on roasters who were not yet participating to 
recognize the campaign for what it is—"a real crusade for 
cottee.”’ 

He reported that as a result of the drive, the majority of 
all coffee cans and bags on retail shelves carried approved 
brewing instructions 

He called for more use by the coffee trade of “Everybody 
Wonders,’ NCA’s booklet for teen-agers. The publication 
met with an enthusiastic response from young people, teach- 
ers and parents, Mr. Silence indicated, but it has not been 
used as it should “by the very people who can travel farthest 
with it—the coffee industry itself.” 

Noting NCA progress during the year, Mr. Silence said 
the membership had grown. He declared that the Insti- 
tutional Advisory Committee had “attained full stride and 
is becoming daily more influential in the improvement of 
coffee used in public and private establishments which it 
serves 

He paid tribute to the U. S. Army Coffee Advisory Com- 
7 years of its existence “brought great 
Two of the three 


mittee, which in the 1 
prestige and respect to the association.” 
men who worked together as a team on the committee were 
resigning—Chairman Jim O'Connor and Jack Duff, and 
Mr. Silence said he wanted, officially, to give recognition 


to them for their service to the industry. 
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Albert Hanemann, the third member of the team, was 
being joined on the committee by W. O. Granicher, rep- 
resenting the West Coast, and James O’Brien, of New York 
City, the new chairman, Mr. Silence reported. 

He sketched the background of NCA’s Foreign Affairs 
Committee, appointed by the board of directors at the final 
session of the 1958 convention. 

He said the Coffee Study Group had contributed “in no 
small measure to a degree of stability which could not 
have been otherwise achieved.” 

“We are confronted with staggering surpluses,” Mr. 
Silence told the convention. ‘We are cooperating with our 
government and with the producing countries in a study to 
resolve the problem. Here in the United States your asso- 
ciation is doing all in its power to point out the direction 
toward increased consumption. The watchword is cooper- 
ation. By that we mean an industrywide effort. Whether 
we are combating the plague of surpluses or the intertia 
which retards the increase of consumption, we need team- 
work.” 

Hafers on research 


PACB PRESIDENT Hafers told the convention that the 
great coffee research stations—at Campinas in Brazil, at 
Chinchina in Colombia and at Turrialba in Costa Rica 
were directing research towards better quality green coffee 
through new plant varieties, new farming methods and im- 
proved processing. Furthermore, in Brazil, scientists are 
now working to develop by-products and industrial uses 
for the absorption of the lower grades of coffee, and so 
far the results have been highly promising. 

As its newly-appointed president, Mr. Hafers compli- 
mented the Pan-American Coffee Bureau on its successful 
programs during its 21 years of activity, and paid special 
tribute to the thousands of coffee growers in the Bureau's 
member countries who have supported it during this period, 
often at considerable sacrifice to themselves. 

“With coffee prices lower than at any time since 1950,” 
Mr. Hafers said, ‘we in the producing countries must lift 
our volume of sales in order to offset the drop in income. 
Lower income in Latin America means a smaller market 
for United States manufactures, farm goods, forest products 
and scores of other items. Less prosperity in our countries 


inevitably means less in yours.’ 


Youth forum 


Robert M. Stelzer, president of the Student Marketing 
Institute, moderated a panel discussion by 12 teen-agers from 
the Greater Miami area. They reported on coffee-drinking 
surveys among fellow students. Tape recordings brought 
viewpoints from two other youth groups, one in Brookline, 
Mass., the other in Piedmont, Calif. Speaking for the 
Piedmont group was Judy Wilson, daughter of T. Carroll 
Wilson, of the Hills Brothers Coffee Co., San Francisco. 

An industrywide slogan for coffee was urged at a market- 
ing panel moderated by Donald Cady, vice president in 
charge of advertising and merchandising for The Nestle 
Co., Inc. On the panel were Daniel D. Kinley, chairman 
of the marketing plans board of McCann-Erickson, Inc.; 
Everttt F. Braden ,vice president and director of merchan- 
dising, Foote Cone & Belding; William R. Hesse, executive 
vice president, Benton & Bowles, Inc.; King Harris, ex- 

(Continued on page 40) 
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COFFEE PLANT 
EQUIPMENT FOR SALE 


Fully equipped Coffee Roasting and Packaging 
Plant—Equipment consists of: 

2—i#22 (8-bag) Burns Thermalo Roasters 
for gas fuel complete with stoners, feed 
hoppers, motors, stirflex coolers and smoke 
eliminators. 

1—(20-bag) complete green coffee cleaning 
and blending system. 

1—1 Ib. Pneumatic Coffee Bag Machine, com- 
plete with bag maker, 4-head weight scaler 
and filler, and bag closer, units. 

All equipment above is in excellent condition. 
Prices are most reasonable. Equipment is located 
in St. Louis Plant which has recently been closed. 


Equipment may be inspected. 


For more details, contact: 


E. S. MAHANY 
THE KROGER CO. 
1240 State Street 
Cincinnati 4, Ohio 
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HOW TO LEAD A CUSTOMER 
AROUND BY THE NOSE . 


PUT AROMA AND ACTION INTO YOUR 
COFFEE DEPARTMENT WITH A GRINDMASTER. 


Freshly ground coffee aroma is the Chanel 
+5 of the food business; yet it’s just 100% 
absent at point-of-sale when coffee is pre- 
ground and packed in can, glass or heat 
sealed bag! 


AMERICAN DUPLEX CO. 
Grindmaster Self-Service Coffee Mills 
LOUISVILLE 2, KY. 
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resentative. The purpose in creating two committees was to 
obtain two separate analyses of a common problem. 

The Latin 
preliminary draft of 
which proposed retention quotas as a means of regulating 


the supply of coffee to the world markets. 


American Committee soon came up with a 


an International Coffee Agreement 


A report issued at the same time by the committee repre- 
senting African growers stated that their production had 
remained very stable during the past three years and that 
the real sources of expanded world supply were in Latin 
America 

Without excluding any possible emergency plan, the re- 
port also recognized that a drastic decline in prices would 
hurt all producing countries and urged a complete analysis 
of the world situation before any specific measures be con- 
sidered 

At the beginning of September, 1958, the French gov- 
ernment took the initiative of organizing in Paris a meeting 
of European and African countries in order to review the 
situation and see what measures could be recommended to 


cope with tt. Representatives of the Latin American group 


were also invited to present their views. 

The success of this meeting was only limited, since two 
of the participating delegations—Ethiopia and the United 
Kingdom—stated that they would not consider any partici- 
pation in an emergency plan which, they claimed, would 


not solve anything 


A draft of an international agreement was prepared, 
however, by the majority of the African and European 
countries, based not on retentions but on an export quota 
system. 

Both projects were finally examined at several meetings 
of the Coffee Study Group held in Washington between 
September 19th and 26th, 1958, in which delegates of 28 
producing and consuming countries took part. Concessions 
and sincere efforts were made by most of the delegations to 
find an area of agreement between the two proposed form- 
ulas, so that an arrangement could be worked out which 
would include not only the Latin American countries, but 
also a large portion of the African producers. 

Unfortunately, in the final stage of discussions, it was 
found impossible to reconcile the two viewpoints expressed 
and the two proposed formulas. The Latin American coun- 
tries decided then to conclude among themselves an agree- 
ment which came into force on September 28th, 1958, and 
is based on a system of retention. 

The governments of France and Portugal, wishing to 
prove their willingness to cooperate, had no other alterna- 
tive but to announce that as a gesture of solidarity toward 
the majority of the producing countries, they were prepared 
to control their exports to foreign countries. 

This, incidentally, was not simply a “beau geste.” In 
fact, for the last three months, Portuguese Angola has been 
stockpiling coffee out of her last crop. The Ivory Coast 
has been doing the same thing, although her 1958/59 crop 
is very much smaller than was expected a few months ago. 

So if between June and October, 1958, the Coffee Study 
Group did not succeed in working out a unanimous emer- 
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gency plan to stabilize the market, it at least brought out 
the idea that coffee problems should be investigated from a 
long term point of view by all nations concerned, pro- 
ducing and consuming alike, to find a real solution. 

Consequently, a working committee—its presidency and 
vice-presidency filled respectively by Brazil and France 
was assigned the task of making the economic studies of 
production, trade and consumption of coffee, with a view 
to the possibility of drafting an international coffee agree- 
ment. The committee has decided to consider arrangements 
tor cooperation with the F.A.O. to carry out some of these 
studies. 

What measures could be applied to stabilize the market? 

One ts the upgrading of coffee considered to be market- 
able—which means removal of coffee too inferior for expert. 
This is already being done in some countries, such as Angola, 
| believe. 

Another means to cut surplus and enable demand to 
catch up with supply is very obvious: increased consumption. 
It is a well-known fact that consumption of coffee does not 
increase as rapidly—tar from it—as the rise in population. 
This is true everywhere, even in the United States, the 
world’s greatest coffee-consuming nation, and more so in 


Europe, where consumption is now at the same level as 


it was in 1938; and even in producing countries like Brazil, 
where today consumption is approximately one-third less 
than it was 20 years ago when the population was 38% 
smaller 


I: seems that what has been lacking up to now ts a real- 


istic effort to evaluate the marketing opportunities for coffee 
in all parts of the world and, consequently, to build up a 
long-range promotional campaign accompanied by an ade- 
quate budget. 

Promotional coffee organizations are now operating in 
many European countries: Belgium, France, Germany, Italy, 
the Netherlands, Portugal, the United Kingdom—and their 
activity is coordinated by a one-year old "European Coffee 
Bureau.” 

In France, to take one example, the National Cottee 
Bureau has been operating since last June on the basis ot 
a contribution equivalent to 15¢ for every 60-kilo bag of 
coffee entering the country. Contributions for French coffee 
are paid by the producers in the French Community and, 
for coffee of foreign origin, they are paid, at least for the 
time being, by the importers. 

The publicity campaigns now being conducted in Europe 
should help somewhat to increase the consumption of 
coffee, irrespective of origin, but much more remain; to 
be done—in Europe as well as in all parts of the world. 

We must realize that curtailing production ts not a very 
easy task. In annual crops, only a year must elapse before 
production can be adjusted; with a tree crop, such as coffee, 
it takes considerably more time to adjust supply, and the 
coffee grower has no remedy short of cutting down his 
trees 

To do that means, for many farmers, to destroy theit 
source of livelihood. This is particularly true in countries 
Africa, where coffee is grown by very 


such as those in 
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smal] planters, who sometimes have no other means of 
supporting their families than a few coffee trees. Further- 
more, since the war the governments responsible for the 
economy of African territories and which have often been 
criticized, wrongly, for the lack of economic development 
in these same territories, have greatly encouraged the farm- 
ers to improve their efficiency in growing coffee and, at the 
same time, better their standards of living. 

To ask these same African farmers to sacrifice themselves 
and reduce their already small individual output would 
certainly not be easily accepted by their governments, fear- 
ful of economic and political troubles at a time when most 
of these African countries are newly independent or on 
their way to becoming so 

As you can see, the future task of the Coffee Study Group, 
which will have to adopt measures to be respected by all 
in order to bring some stability to the coffee market, will 
not be an easy one, and the measures proposed will have to 
receive careful consideration. 

The International Sugar Agreement could, in my opinion, 
serve as an interesting model for coffee, since it permits 
the product to move through normal trade channels, adjust- 
ing basic export quotas assigned to the participating coun- 
tries to maintain prices within an agreed range. 

Since the stability of the coffee market is equally im- 
portant to the consumer, the trader and the producer, a 
coffee agreement similar to the Sugar Agreement, and con- 
ceived in a spirit of democratic and international cooper- 
ation, should be satisfactory to all concerned. 

The implementation of any international agreement, al- 
ways implies discipline, self control and unselfishness on 
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the part of all the nations involved. Rivalry between pro- 
ducing countries, threats and wars directed against coffees 
of different origins help no one and only bring ruin to 
the producers. 

An international coffee agreement can be worked out if 
goodwill prevails, if everyone concerned intends to respect 
it, and if some means can be found to have it enforced. 
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ecutive vice president, West Coast division, Fletcher D. 
Richards, Inc. 

(A full report on the Pithy discussion by the marketing 
panel will appear in the next issue of COFFEE & TEA IN- 
DUSTRIES.) 

Janet Wolff, an executive of the J. Walter Thompson 
Co., New York City advertising agency, said it is possible 
for the coffee industry to increase sales 60% within ten 
years if it can convince the consumer to use more coffee, 
stronger coffee, and coffee for varied uses. 

Mrs. Wolff, author of “What Makes Women Buy,” 
presented facts about the attitudes of women today, as they 
relate to selling in general and coffee specifically, 

In discussing eight guideposts for selling coffee and new 
coffee habits to today’s woman, Mrs. Wolff said that they 
are nagged by indecision, and every bit of assurance the 
coffee industry can give them will help. She suggested 
that showing a woman how to make good coffee consistently 
can add to her prestige as a cook. 

Women are also anxious for the opportunity to be more 
creative, Mrs. Wolff pointed out. She said that the coffee 
industry might give them an area of their own on which 
they can be complimented—such as exotic coffee recipes. 

Dr. Ashley Montagu, anthropologist and social biologist, 
gave the coffee conventioneers a new password, ‘‘crippled 
chromosone.” This term, describing the source of the male 
animal, came in an urbane and witty talk, “An Anthropolo- 
gist Looks at Women,” which demolished notions of male 


superiority. 


Want to play “coffee pot”? 
Cafeteria is a word of provincial Spanish origin which 
in its early form meant ‘‘coffee pot,” reports the Gentry 


Serenader. 
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Ports and dates are subject to change, 
should exigencies require. Moreover, lines 
may schedule sailings not shown in this 


schedule 


Abbreviations for lines 
Ahl Trans Car—Ahlmann Trans Carib- 
bean Line 


Alcoa—Alcoa Steamship Co. 
Am-Exp—American Export Lines 
Am-Pres—American President Lines 
Arg-State—Argentine State Line 

Am-W Afr—American-West African Line 
B-Afr—Belgian African Line 
Barb-Wn—Barber Wilhelmsen Line 
Barb-Frn—Barber-Fern Line 

Barb-W Afr—Barber-W est African Line 
Bl-Dia—Black Diamond Steamship Co. 
Brodin—Brodin Line 

Col—Columbus Line 
Cunard—Brocklebanks’ Cunard Service 
Delta—Delta Line 

Dempster—Elder Dempster Lines 
Dodero—Dodero Lines 

Eld-Dem—Elder Dempster Lines 
Ell-Buck—Ellerman & Bucknell S.S. Co 
Farrell. Farrell Lines 

Grace—Grace Line 
Granco—Grancolombiana (New York), Inc 


Gult—Gulf & South 


SAILS SHIP 


ABIDJAN 


3/11 Afr Dawn Farrell NY4/1 
3/20 Del Aires Delta NY4/6 
3 Libreville Am-W Afr USA 4/15 
4 Afr Glen Farrell NL4/17 
4 Tatra Am-W Afr USA 4/30 
4 Del Sol Delta N04/29 
, Afr Sun Farrell NY5/3 
Tana Am-W Afr USA 5/30 
Afr Grove Farrell NY5/14 
Del Viento Delta N05/18 
Afr Glade Farrell NY5/26 


ACAJUTLA 


3/18 Marna UFruit Cr*3/24 N03/30 


AMAPALA 


3/14 Marna UF ruit Cr*3/24 NO3/30 


ANGRA DOS REIS 


Del Monte Delta 
Hardanger Wes- Lar 
Dei Santos Delta 
Del Mundo Delta 
Evanger Wes - Lar 


N04/6 Ho4/11 


N04/19 Ho4/24 
N04/27 Ho5/2 


H, 1959 


{merican Steamship C. 


LA5/13 SF5/15 Po5/21 Se5/23 Va5/24 3/11 


Shi antl 5 
P F 


A SUMMARY OF INWARD - BOUND SCHEDULES ON THE COFFEE AND TEA BERTHS 


Hellenic—Hellenic Lines Lid. 
Hol-Int—Holland-Interamerica Line 
Independence. -Independence Line 
lsthmian—Isthmian Lines, Inc. 
JavPac—JavaPacific Line 

Lawes—Lawes Shipping Co., Inc. 
Lloyd—Lloyd Brasileiro 

Lykes—Lykes Lines 

Maersk—Maersk Line 

Mam—Mamenic Line 
Mormac—Moore-McCormack Lines, Inc. 
Nedlloyd—Nedlloyd Line 
Nopal—Northern Pan-American Line 
Norton—Norton Line 

PAB—Pacific Argentine Brazil Line 
PacFar—Pacific Far East Line, Inc. 
PacTrans—Pacific Transport Lines, Inc 
Pioneer—Amertcan Pioneer Line 
PTL—Pacific Transport Lines, Inc 

R Neth—Royal Netherland Steamship Co 
Robin—Robin Line 

Royal Inter—Royal Interocean Lines 
SCross—Southern Cross Line 
Sprague—Sprague Steamship Line 
Swed-Am—Swedish American Line 
Torm—Torm Lines 

UFruit—United Fruit Co 
Wes-Lar—Westfal Larsen Co. Line 
Yamashita—Yamashita Line 


COFFEE BERTHS 


SAILS SHIP LINE 
BARRANQUILLA 


3/13 Neptun 
3/15 Aggersborg 
3/16 Byfjord 
3/30 Brattingsborg 


Granco 
Granco 
UFruit 
Ho4/11 


BARRIOS 


Arctic Tern UF ruit 
Leon UFruit 
Erich Schroder UFruit 
Zephyr Granro 
Christiane UFruit 
Aggersborg Granco 
Jytte Skou UFruit 
Lempa UFruit 
Arctic Tern UFruit 
Leon UFruit 
Erich Shroder UFruit 
Christiane UFruit 
Jytte Skou UFruit 
Lempa UFruit 
Arctic Tern UFruit 


Heke hee & WW WWW Ww WwW Ww 


BUENAVENTURA 


LA4/20 SF4/22 P04/28 Se4/30 Va5/1 


3/10 Santa Luisa Grace 
3/10 Santa Cruz Grace 
Grey Master Granco 


NY3/17 

Ho3/17 N03/20 
NY3/22 

Ho3/22 N03/25 
Ho3/26 N03/28 
Ho3/29 NO4/1 
NY3/31 

Ho4/2 LAd 4 
NY4/7 

Ho4/9 LA4/11 
NY4/15 
Ho4d/16 No4/18 
NY4/22 

Ho4/23 LA4/25 
NY4/29 


NY3/17 
LA3/25 SF3/27 
LA3/23 SF3/26 


Abbreviations for ports 


PS3/30 
Va4/3 


At—Ablantic ports 
Ba—Baltimore 
Bo—Boston 
CC—Corpus Christ 
Ch—Chicago 
Chsn—Charleston 
Cl—Cleveland 
De—Detroit 

Ga —Galveston 

Gf Gulf ports 
Ha—Halifax 
Ho—Houston 
HR—Hampton Roads 
]x—Jacksonville 
LA—Los Angeles 
M/ -Montreal 

Mo. Mobile 

NO Ne w O rle ans 
NY—New York 
Nf- -Norfolk 

NN Newport News 
Pa—Philadelphra 
Po—Portland 
PS—Puget Sound 
Sa—Savannap 
SD—San Diego 
SF—San Francisco 
Se—Seattle 

St. Jo—Saint John 
Ta—Tacoma 
Va—lWVancouver 





SAILS SHIP LI 
Cd. de Guayaquil Grar 
Merchant Gulf 


Cd. de Cali 


Granco 


NE DUE 


Pa3/17 Ba3/18 NY3/19 
Ho3/20 N03/25 
Ho3/25 N03/29 


ico 


SAILS SHIP 


Afr Planet 
Rondo 


5/5 
5/6 
5/31 Afr Moon 


LINE 


Farrell 
Nedlloyd 
Farrell 


DUE 


Bo6/4 N06/6 
NY6/7 LA6/26 SF6/29 Po7/3 Se7/7 Va7/13 
Bo6/30 NY7/2 


Pa3/26 Ba3/27 NY3/29 
LA4/7 SF4/10 PS4/17 
Ho3/31 NO04/4 

LA4/14 SF4/17 

Ho4/5 NO04/8 

LA4,11 SF4/14 Vad/22 


Granco 
Grace 
Gulf 
Granco 


Cd. de Pasto 
Santa Flavia 
Trader 

Rep. de Ecuador 
Cd. de Quito 
Sygna 


DJIBOUTI 


NY4/19 LA5/8 SF5/11 P05/16 Se5/20 Va5/23 
NY5/13 LA6/1 SF6/5 P06/10 Se6/15 Va6/19 
NY6/7 LA6/26 SF6/29 Po7/3 Se7/7 Va7/13 


Nediloyd 
Ned|loyd 
Ned!loyd 


3/27 Sarangan 
4/20 Lawak 
5/16 Rondo 


Granco 


Granco 


CORTES 
DOUALA 
3/17 
4/4 
4/7 
4/24 


UFruit 
UFruit 
UFruit 
UF ruit 
UF ruit 
UF ruit 
UF ruit 
UFruit 
UF ruit 
UF ruit 
UF ruit 
UF ruit 
UFruit 


NY3/17 

Ho3/17 N0O3/20 
NY3/22 

Ho3/26 N03/28 
NY3/31 

Ho4d/2 NO4/4 

NY4/7 

Ho4/9 NO4/11 
NY4/15 

Ho4d/16 NO04/18 
NY4/22 

Ho4/23 NO4/25 
NY4/29 


Arctic Tern 
Leon 

Erich Schroder 
Christiane 
Jytte Skou 
Lempa 

Arctic Tern 
Leon 

Erich Schroder 


Am-W Afr USA 4/15 
Am-W Afr USA 4/30 
Farrell NY5/14 

Am-W Afr USA 5,30 


Libieville 
Tatra 
Afr Grove 
Tana 


> &w ww ww w 


SALVADOR 


24 SF3/27 

25 SF3/27 PS3/31 

27 SF3/29 Va4/2 Se4/5 Po4t/8 
28 SF3/30 Pod/2 Va4/6 Se4/11 
30 SF4/2 Va4/5 Se4/8 Po4/1l 
7 SF4/10 PS4/17 

14 SF4/17 


Graco 
Grace 

French 
Italian 
Italian 
Grace 

Granco 


Cd. de Bogota 
Santa Cruz 
Wyoming 

Etna 

G. Ferraris 
Santa Flavia 
Rep. de Ecuador 


Christiane 
Jytte Skou 
Lempa 
Arctic Tern 


CRISTOBAL 
22 UF ruit 
UF ruit 
UFruit 


Ho3/28 WNo3/31 
N03/30 
Hod /11 NO4/13 


3 Byfjord 
3/24 Marna 


d 
Ss 
2 


GUATEMALA 


Brattingsborg 


4 


LA3 
LA3 
LA3 
LA3 


24 SF3/27 

25 SF3/27 PS3/31 

27 SF3/29 Vad/2 Se4/5 Po04/8 
28 SF3/30 Po4/2 Va4/6 Se4/11 
LA3/30 SF4/2 Va4/5 Se4/8 Pod/1l 
LA4/7 SF4/10 PS4/17 

LA4/14 SF4/17 


Granco 
Grace 

French 
Italian 
G. Ferraris Italian 
Santa Flavia Grace 

Rep. de Ecuador Granco 


Cd. de Bogota 
Santa Cruz 
Wyoming 
Etna 


DAR es SALAAM 


NY4/19 LA5/8 SF5/11 
Bo4/25 NY4/27 

NY5/13 LA6/1 SF6/5 P06/10 Se6/15 Va6/19 
Bo5/18 NY5/20 


Nedlloyd 
Farreli 
Nedlloyd 
Farrell 


Sarangan 
Afr Crescent 
Lawak 

Afr Rainbow 


3 
3 
3 
Po5/16 Se5/20 Va5 23 3 
3 
3 
4 


TO NEW ORLEANS AND OTHER 
U. S. GULF PORTS...FROM 


SOUTH AMERICA 


PARANAGUA, SANTOS 
RIO DE JANEIRO, VICTORIA 
Regular weekly sailings 


A Partner 
of the 


“Coffee Indystry 
since 1919 


Vela” ue 


MISSISSIPPI SHIPPING COMPANY, INC. * NEW ORLEANS 


NEW YORK — CHICAGO 
WASHINGTON — ST. LOUIS 


AGENTS: 


RIO DE JANEIRO: DELTA LINE, INC. 
Rua Visconde Inhauma 134 

SANTOS: DELTA LINE, INC. 

Praca da Republica 87 

ABIDJAN & DOUALA 

Union Maritime et Commerciale 
LUANDA & LOBITO 
Hull, Blyth (Angola), 
MATADI 
Phs. Van 


WEST AFRICA 
ANGOLA, BELGIAN CONGO, 
CAMEROONS, IVORY COAST, 
AND LIBERIA 


Direct regular service 


Ltd 


Ommeren (Congo) $.C.R.L 





QCFFEE & TEA INDUSTRIES and Ihe Flav 





SAILS SHIP 


GUAYAQUIL 


3/14 
3/15 
3/24 
3/24 


Cd. de Cali 
Cd. de Pasto 
Cd. de Quito 
Sygna 


Granco 
Granco 
Granco 
Granco 


LIBERTAD 


UF ruit 
UF ruit 


Yucatan 
Marna 


UNION 


UFruit 
UFruit 


Yucatan 
Marna 


LIMON 


3/20  Byfjord 
4/3 Brattingsborg 


UFruit 
UF nuit 


LOBITO 


3/15 Lukala 


LUANDA 


3/19 Afr Glen 
3/21 Lukala 

3 Del Sol 

4 Afr Sun 

4 Afr Grove 
4 Del Viento 
4 Afr Glade 


Farrell 
B-Afr 
Deita 

Farrell 
Farrell 
Delta 

Farrell 


MATADI 


Lubilash 
Afr Glen 
Lukala 

Del Sol 
Afr Sun 
Del Viento 
Afr Grove 
Afr Glade 


B-Afr 
Farrell 
B- Afr 
Delta 
Farrell 
Delta 
Farrell 
Farrell 


MOMBASA 


Nedlloyd 
Farrell 
Nedlloyd 
Farrell 
Farrell 
Nedlloyd 
Farrell 


Sarangan 
Afr Cresent 
Lawak 

Afr Rainbow 
Afr Planet 
Rondo 

Afr Moon 


ww 
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PARANAGUA 


Farida 
Mormacteal 
Farida 

Del Norte 
Panama 

Del Monte 
Blue Master 
Itajai 
Mormacyork 
Axeldyk 
Hardanger 
Mormacland 
Paraguai 
Del Sud 
Mormacwave 
Del Santos 
Mormacdove 
Sommaro 
Argentina 
Mormacrey 
Nordglimt 
Evanger 
Mormacswan 


Norton 
Mormac 
Norton 
Delta 
Lioyd 
Deita 
Nopal 
Brodin 
Mormac 
Hol- Int 
Wes - Lar 
Mormac 
Lloyd 
Delta 
Mormac 
Delta 
Mormac 
Hol- Int 
Lloyd 
Mormac 
Nopal 
Wes- Lar 
Mormac 


Bee BEL S&S WW WwW WwW WW WW Ww Ww Ww Ww Ww Ww Ww Ww 


MARCH 959 


Ho3/25 SF3/29 
PA3/26 Ba3/27 
Ho4/5 N04/8 

LAd/11 SF4/14 


NY3/29 


Va4d/22 


NY4/19 LA5/8 SF5/11 Po5/16 Se5/20 Va5/23 
Bo4/25 NY4/27 

NY5/13 LA6/1 SF6/5 Po6/10 Se6/15 Va6/19 
Bo5/18 NY5/20 

Bo6/4 NY6/6 

NY6/7 LA6/26 SF6/29 Po7/3 Se7/7 Va7/13 
Bo6/30 NY7/2 


NY3/28 Bo4/1 Pa4/3 Ba4/4 

Jx3/29 Bad/2 Pad/4 NY4/5 Bo4/8 MI4/12 

NY3/28 Bo4/1 Pa4/3 Bad/4 

NO3/27 Ho4/1 

NY3/30 

N04/6 Ho4/11 

NO4/1 Hod/4 

Ba4/4 NY4/6 Pad/8 Bo4s/10 MI4/19 

NY4/4 Bo4/7 Pa4/9 Ba4/1l Nf4/12 

NY4/7 Bo4/9 HR4/11 Bad/14 Pad/15 

LA4/20 SF4/22 Po4/28 Se4/30 Va5/1 

LA4/21 SF4/24 Va4/28 Se5/5 P05/8 

NY4/10 

N04/8 Ho4d/13 

Jx4/11 NY4/13 Bo4/16 Pad/18 Ba4/20 NF4/21 
N04/19 Ho4/24 

Ba4/18 Pa4/20 NY4/21 Bo4/24 MI4/28 

NY4/21 Bo4d/23 HR4/25 Ba4/28 Pad/29 

NY4/20 

LA4/21 SF4/24 Va4/28 Se5/5 Po5/8 

NO04/22 Ho04/25 

LA4/13 SF4/15 Po4/21 Se4/23 Va4d/24 

Jx4/26 NY4/30 Bo5/3 Pa5/5 Ba5/7 Nf5/8 


An American Flag Freighter 


Every 10 Days 


from Buenaventura to 
Houston and New 
Orleans, Our regularly 
scheduled sailings, 
efficient cargo hand- 
ling and fast 

service can solve 
some of your 

green coffee 

inventory 

problems. 


GULF & 
SOUTH AMERICAN 


STEAMSHIP CO., INC. 


821 Gravier St. 
New Orleans 12, La. 


In other cities call 
Lykes or Grace 





Regular Service 


From The Principal Brazilian Ports To: 


NEW YORK NEW ORLEANS 


Lloyd 
BRASILEIRO 


(Partrimonio Nacional) 


Owned and operated exclusively by the 
Brazilian Government, LLOYD BRASIL- 
EIRO includes the American Line in its 
list of services vital to Brazil’s trade re- 
lations with the commercial centres of 
the world. The American Line maintains 
regular service from the principal Brazilian 
coffee ports to New York and New Or- 
leans, with facilities (as cargo offers) at 
Philadelphia, Baltimore, Norfolk, Jackson- 
ville and Houston. 


LLOYD 
Neighbor. 


Bringing North and South America nearer each other. 
BRASILEIRO makes the Good Neighbor 


a Close 


NEW ORLEANS 
Queen & Crescent Bldg. 


NEW YORK 
17 Battery Place 














SAILS SHIP LINE DUE 
4 Mexico Lloyd NY4/30 

4 Del Mar Delta N04/29 Ho5/4 

4 Mormaclark Mormac NY5/2 Bo5/5 Pa5/7 Ba5/9 
4 Del Alba Delta NO5/11 Ho05/16 
4 
4 
4 
4 


'“coffee”’ 
growing 
‘Central 
America 


Mormacowl Mormac NY5/6 Bo5/9 Pa5/11 Ba5/12 Nf5/13 
Nopal Trader Nopal NO5/9 Ho5/12 

Haiti Lloyd NY5/10 

Del Norte Delta N05/13 Ho5/18 


v°) 


de JANEIRO 


Sagoland Brodin Ba3/26 NY3/28 Pa3/31 Bo4/2 Mi4/11 
Argentina Mormac NY3/24 

Del Norte Deita N03/27 Ho4d/1 

Panama Lloyd NY3/30 

Blue Master Nopal N0O4/1 Ho4/4 

Mormacland Mormac LA4/21 SF4/24 Va4/28 Se5/5 Po5/8 
Itajai Brodin Ba4/4 NY4/6 Pa4t/8 Bo4/10 MI4/19 
Del Monte Delta N04/6 Ho4/11 

Mormacyork Mormac NY4/4 Bo4/7 Pa4/9 Ba4/1l Nf4/12 
Axeldyk Hol-iInt NY4/7 Bo4/9 HR4/11 Ba4/14 Pa4d/15 
Hardanger Wes-Lar LA4/20 SF4/22 Po4/28 Se4/30 Va5 1 
Paraguai Lloyd NY4/10 

Del Sud Delta N04/8 Ho4/13 

Brasil Mormac NY4/7 

Rio de La Plata Arg-State NY4/11 

Mormacrey Mormac LAS/5 SF5/8 Se5/18 Va5/21 Po5/21 
Del Santos Delta N04/19 Ho4/24 

Argentina Lloyd NY4/20 

Sommaro Hol-int NY4/21 Mo4/23 Hr4/25 Ba4d/23 Pad 29 
Nordglimt Nopal NY4/25 

Del Mundo Delta N04/27 Ho5/2 

Rio Jachal Arg-State NY4/25 

Mormacswan Mormac Jx4/26 NY4/30 Bo5/3 Pa5/5 Ba6/7 Nf5/8 
Mexico Lloyd NY4/30 

Del Mar Delta N04/29 Ho5/4 

Argentina Mormac NY4/28 

Evanger Wes-Lar LA5/13 SF5/15 Po5/21 Se5/23 Va5 24 
Dei Alba Delta NO5/11 H05/16 

Nopal Trader Nopal NO5/9 Ho05/12 

Haiti Lloyd NY5/10 

Rio Tunuyan Arg-State NY5/9 

Del Norte Detta NO5/13 Ho5/18 

Rio de La Plata Arg-State NY5/30 


MO ORE-Mec CORMACK raitie Brodin Ba3/26 NY3/28 Pa3/31 Bod/2 MI4/11 


“PD Mormacmar Mormac LA4/8 SF4/11 Va4d/15 Se4/21 Po4d/24 


AMERICAN FLAG SHIPS 


Argentina Mormac NY3/24 
Freight & Passenger Service 


i 


Mamenic Line, , 


protecting the fine flavors of 
Central American coffees with 


: and Nicaragua fo 
cit» U. S. Gulf 
: = and Atlantic Ports 
Biehl & Co., Agents All Gulf Ports 


26 Broadway, New York 4, N. Y. © Tel: WHitehal! 3-9020 
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3 
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3 
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4 
4 
4 
4 
4 
4 
4 
4 
4 
4 
4 
4 
4 
4 
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Mormacteal Mormac Jx3/29 Ba4/2 Pa4/4 NY4/5 Bo4d/8 MI4/12 
Del Norte Delta N03/27 Ho4/1 

Panama Lloyd NY3/30 

Blue Master Nopal N04/1 Ho4/4 

Itajai Brodin Bad/4 NY4/6 Pad/8 Bo4d/10 MI4/19 
De! Monte Delta N04/6 Ho4/11 

Mormacyork Mormac NY4/4 Bo4/7 Pa4/9 Ba4/11 Nf4/12 
Axeldyk Hol-Int NY4/7 Bod/9 HR4/11 Bas/14 Pad 15 
Hardanger Wes-Lar LA4/20 SF4/22 Po4/28 Se4/30 Va5/1 
Paraguai Lloyd NY4/10 

Del Sud Delta N04/8 Ho4/13 

Mormacland Mormac LA4/21 SF4/24 Vad/28 Se5/5 Po5/8 
Brasil Mormac NY4/7 

Rio de La Plata Arg-State NY4/11 

Del Santos Delta N94/19 Hod ‘24 

Mormacdove Mormac Ba4/18 Pa4/20 NY4/21 Bo4/24 MI4/28 
Argentina Lloyd NY4/20 

Sommaro Hol-Int NY4/21 Bo4/23 HR4/25 6a4/28 Pad /29 
Nordglimt Nopal N04/22 Ho4/25 

De! Mundo Delta N04/27 Ho5/2 

Mormacrey Mormac LA5S/5 SF5/8 Se5/18 Po5/21 Va5/21 
Rio Jachal Arg-State NY4/25 

Mormacswan Mormac Jx4/26 NY4/30 Bo5/3 Pa5/5 Ba5/7 Nf5/8 
Evanger Wes-Lar LA4/13 SF4/15 Po5/21 Se5/23 Va5/24 
Mexico Lloyd NY4/30 

Del Mar Delta N04/29 Ho5/4 

Argentina Mormac NY4/28 

Mormaclark Mormac NY5/2 Bo5S/5 Pa5/7 Ba5/9 

Mormacowl Mormac NY5/6 Bo5/9 Pa5/11 Ba5/12 Nf5/13 
Del Alba Delta NO5/11 Ho5/16 

Nopal Trader = Nopal =NO5/9 Ho5/12 

Haiti Lloyd NY5/10 

Tunuyan Arg-State NY5/9 

Del Norte Delta NO5/13 Ho5/18 

Rio de La Plata Arg-State NY5/30 


REGULAR SAILINGS BETWEEN: 
East Coast United States and Canadian ports and 


TRINIDAD e BARBADOS e BRASIL 
URUGUAY e ARGENTINA 
West Coast United States and Canadian ports and 
CANAL ZONE e COLOMBIA 
VENEZUELA e TRINIDAD e BRASIL 
URUGUAY e ARGENTINA 
United States East Coast ports to 
Ports of South and East Africa and 
the Indian Ocean Islands 


5 BROADWAY NEW YORK 4, N. Y. 
Offices in Principal Cities of the World 
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SAILS SHIP aaa ae 


+ 


TANGA 


3/18 
4/11 
5/7 


Sarangan 
Lawak 
Rondo 


VICTORIA 


3/22 
4/5 
4/12 


Del Monte 
Del Santos 
Del Mundo 


CALCUTTA 


3/10 
3/10 


3/19 
3/22 


9 
9 
25 


Steel Vendor 
Explorer 


Stee! Reorder 
Express 


Steel Maker 
Torch 
Stee! Director 


COCHIN 


10 
15 
15 
16 
20 
25 


29 


Taylor 


Spirit 

Steel Worker 
Steel Vendor 
Explorer 


Adams 


Steel Recorder 
Express 


Steel Chemist 
Monroe 

Stee! Maker 
Torch 

Stee! Executive 
Hayes 


Stee! Director 
Steel Rover 


Garfield 


Stee! Chemist 
Coolidge 


Steel Admiral 


COLOMBO 


Stee! Worker 
Magdapur 
Manipur 
Steel Vendor 
Lexa 

Adams 


Stee! Recorder 
Express 

Stee! Chemist 
Monroe 

Laura 

Steel Maker 
Exhibitor 
Steel Executive 
Hulda 

Hayes 


Steel Director 
Steel Rover 


Garfield 


Anna 


Nedlloyd NY4/19 LA5/8 SF5/11 Po5/16 Se5/20 Va5/23 
Nediloyd NY5/13 LA6/1 SF6/5 Po6/10 Se6/15 Va6/19 
Nedlloyd NY6/7 LA6/26 SF6/29 Po7/3 Se7/7 Va7/13 


N04/6 Ho4/11 
N04/19 Ho4/24 
N04/27 Ho5/2 


Delta 
Delta 
Delta 


TEA BERTHS 


Isthmian NO4/16 
Am-Exp Bo4/17 NY4/19 Pa4/23 Ba4/25 HR4/27 Sa4/30 
Chsn 5/1 

Isthmian NY4/22 NO5/2 

Am-Exp Bo4d/29 NY5/1 Pa5/5 Ba5/7 HR5/11 S$a5/14 
Chsn5/15 

Isthmian NO5/17 

Hellenic NY5/11 Pa5/14 Ba5/15 Nf5/17 

Isthmian NY5/27 NO6/9 


NY4/3 Bo4/8 Pad/20 Ba4/21 HR4/23 LA4/28 
SF5/1 


Am- Pres 


Hellenic NY4/11 Pa4/14 Bad/15 Nf4/17 

Isthmian Bo4/10 NY4/11 

Isthmian NO4/16 

Am-Exp Bo4/17 NY4/19 Pa4/23 Batd/25 HR4/27 Sa4/30 
Chsn 5/1 

NY4/28 Bo5/3 Pa5/5 Ba5/6 HR5S/8 LAS/23 
SF5/26 


Am- Pres 


Isthmbian NY4/22 NO5/2 
Am-Exp Bo4/29 NY5/1 Pa5/5 Ba5/7 HR5/11 Sa5/14 
Chsn 5/15 
Isthmian Bo4/28 NY4/29 
Am-Pres NY5/13 Bo5/18 Pa5/20 HR5/21 SF7/9 
Isthmian NO5/17 
Hellenic NY5/11 Pa5/14 Ba5/15 Nf5/17 
Isthmian Bo5/14 NY5/15 
Am-Pres NY5/28 Bo6/2 Pa6/4 Ba6/5 HR6/7_ LA6/23 
SF6/26 
Isthmian NY5/27 N06/9 
Isthmian Bo5/29 NY5/31 
Am-Pres NY6/9 Bo6/14 Pa6/16 Ba6/17 HR6/19 LA7/5 
SF7/8 
Isthmian Bo6/12 NY6/13 
Am-Pres NY6/25 Bo6/30 Pa7/2 Ba7/3 HR7/5 La7/21 
SF7/24 


Isthmian Bo6/27 NY6/28 


Isthmian Bo4/10 NY4/11 

Cunard Bo4/15 NY4/17 Pat/20 Nf4/22 Bad/25 

Cunard $a4/13 NO4/18 Ho4/21 Gad 23 

Isthmian NO4/16 

Maersk Ha4/13 NY4/16 MI5/5 

Am-Pres NY4/28 Bo5/3 Pa5/5 HR5/8 LA5/23 
SF5/26 


Ba5 6 


Isthmian NY4/22 NO5/2 

Am-Exp NY5/1 Pa5/5 Ba5/7 HR5/11 Sa5/14 Chsn 5/15 
Isthmian Bo4/28 NY4/29 

Am-Pres NY5/13 Bo5/18 Pa5/20 HR5/21 SF6/9 

Maersk NY5/7 MI5/21 

Isthmian NO5/17 

Am-Exp NY5/19 Pa5/22 Ba5/24 HR5/28 S$a5/31 Chsn 6/1 
Isthmian Bo5/14 NY5/15 

Maersk Ha5/16 NY5/19 Mi6/5 
Am-Pres NY5/28 Bo6/2 Pa6/4 La6/23 
SF6/26 


Ba6/5 HR6/7 

Isthmian NY5/27 N06/9 

Isthmian Bo5/29 NY5/31 

Am-Pres NY6/9 Bo6/14 Pa6/16 HR6/19 LA7/5 
SF7/8 


Ba6/17 
Maersk NY6/6 MI6/20 
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FOR 
FAST DEPENDABLE DELIVERY 


. .. of your mild coffees 


to United States markets... rely on 


UNITED FRUIT @ 
COMPANY 


Regular Sailings between 
GUATEMALA NICARAGUA 
EL SALVADOR COSTA RICA 
HONDURAS COLOMBIA 

and 


NEW YORK - NEW ORLEANS - HOUSTON 


NEW YORK: 

Pier 3, North River 
NEW ORLEANS: 

321 St. Charles Ave. 








NOPAL LINE 


The Northern Pan-America Line A/S 
Oslo 


Regular Service 
Fast Norwegian Motorships 


Coffee Service 


Brazil/U. S. Gulf 





General Agents 


Oivind Lorentzen, Inc. 
21 West Street, New York 6, N.Y 
WHitehall 3-1572 


New Orleans—Biehl & Co., Inc., Sanlin Bldg. 
Houston—Biehl & Co., Cotton Exchange Bldg. 
Chicago—F. C. MacFarlane, 2520 Bankers Bldg. 
Detroit—F. C. MacFarlane, 945 Free Press Bldg. 
Santos/Rio—Agencia de Vapores Grieg S/A 


Paranagua—tTransparana Ltda. 


Buenos Aires—lInternational Freighting Corporation, Inc. 














SAILS SHIP LINE DUE SAILS SHIP LINE DUE 


Steel Scientist Isthmian Bo6/12 NY6/13 5/16 Rondo Nediloyd NY6/7 LA6/26 SF6/29 Po7/3 Se7/7 VWa7/13 
Coolidge Am-Pres NY6/25 B06/30 Pa7/2 Ba7/3 HR7/5 LA7/21 5/24 Steel Scientist Isthmian Bo6/12 NY6/13 
SF7/24 6/9 Steel Admiral Isthmian Bo6/27 NY6/28 
Lica Maersk Ha6/13 NY6/16 MI7/5 
Polk Am-Pres NY7/8 Bo7/13 Pa7/15 HR7/16 SF8/4 
Steel Admiral Isthmian Bo6/27 NY6/28 HONG KONG 


Wilson Am-Pres SF4/1 LA4/6 

Monroe Am-Pres NY5/13 Bo5/18 Pa5/20 HR5/21 
Jeppesen Maersk LA4/12 NY4/27 

Tyler Am-Pres LA4/10 NY4/26 Ba5/2 Bo5/6 

Arthur Am-Pres LA4/20 SF4/25 

Hayes Am-Pres NYS5/28 Bo6/2 Bo6/4 Ba6/5 HR6/7 
Susan Maersk SF4/26 NY5/12 

Garfield Am-Pres NY6/9 Bo6/14 Pa6/16 ba6/17 HR6/19 
Maren Maersk LAS/11 NY5/26 

Fillmore Am-Pres LA5/8 NY5/24 Ba6/1 Bo6/5 

Coolidge Am-Pres NY6/25 Bo6/30 Pa7/2 Ba7/3 HR7/5 
Rita Maersk SF5/25 NY6/11 

Polk Am-Pres NY7/8 Bo7/13 Pa7/15 HR7/16 

Effie Maersk LA6/11 NY6/26 

Grant Am-Pres LA6/10 NY6/26 Ba7/2 807/6 


DJAKARTA 


Steet Chemist Isthmian Bo4/28 NY4/29 

Laura Maersk NY5/7 MI5/21 

Madison Am-Pres LA4/26 NY5/12 Ba5/17 Bo5/21 
Fillmore Am-Pres LA5/8 NY5/24 Ba6/1 Bo6/5 
Steel Executive Isthmian Bo5/14 NY5/15 

Stee! Rover Isthmian Bo5/29 NY5/30 

Taft Am-Pres LA5/26 NY6/11 Ba6/16 B06/20 
Anna Maersk NY6/6 MI6/20 

Steel Scientist Isthmian Bo6/12 NY6/13 

Grant Am-Pres LA6/10 NY6/26 Ba7/2 Bo7/16 
Steel Admiral Isthmian Bo6/27 NY6/28 

McKinley Am-Pres LA6/26 NY7/12 Ba7/17 Bo7/21 
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DJIBOUTI 


3/20 Spirit Hellenic NY4/11 Pad/14 Ba4/15 Nf4/17 
ge Cunard 804/15 NY4/17 Pad/22 Ra4/25 3/10 Sally Maersk SF3/25 NY4/11 
15 Moor Pioneer NY4/9 Bad/13 Nf4/15 Pad/17 
16 Harrison Am-Pres SF4/2 LA4/4 $D4/10 
18 Wilson Am-Pres SF4/1 LA4/6 
21 Yamawaka Yamashita LA4/5 NY4/18 Bo4/22 Pa4/24 Ba4/25 NF4/28 
25 Jeppesen Maersk LA4/12 NY4/27 
Arthur Am-Pres LA4/20 SF4/25 
Susan Maersk SF4/26 NYS/12 
Yamakimi Yamashita LAS/6 NY5/18 Bo5/22 Pa5/24 Ba5/25 Nf5/28 
Maren Maersk LAS/11 NY5/26 
Rita Maersk SF5/25 NY6/11 
Yamakuni Yamashita LA6/8 NY6/24 Bo6/28 Pa6/30 Ba7/1 Nf7/3 
Effie Maersk LA6/11 NY6/26 


KOBE 


Steel Worker Isthmian Bo4/10 NY4/11 

Sarangan Nediloyd NY4/19 LA5/8 SF5/11 Po05/16 Se5/20 Va5/23 

Explorer Am-Exp Bo4/17 NY4/19 Pa4/23 HR4/27 $a4/30 Chsn 5/1 

Stee! Recorder Isthmian NY4/22 NO5/2 

Stee! Chemist Isthmian Bo4/28 NY4/29 

Express Am-Exp Bo4/29 NY5/1 Pa5/5 Ba5/7 HRS/11 Sa5/14 
Chsn 5/15 

Lawak Nediloyd NY5,/13 LAG6/1 SF6/5 P06/10 Se6/15 Va6/19 

Steel Executive Isthmian Bc5/14 NY5/15 

Exhibitor Am-Exp Bo5 17 NY5/19 Pa5/22 Ba5/24 HR5/28 Sa5/31 
Chsn 6/1 


Vi Uk & & www ww 


Stee! Rover Isthmian Bo5/29 NY5,/ 31 
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om  |COFFEE 


TWENTY-FIVE a | Where you want it... when you want it... 


YEARS OF | [YA@RA 


CONTINUOUS ined |  STOCKARD 


DEPENDABLE STEAMSHIP the East Coast of South America . . . immaculate holds, 
: AGENCIA de skilled handling by experienced crews eliminate damage 
SERVICE TO | varores criccsa] CORPORATION or flavor contamination. 


i 
17 BATTERY PLACE 


THE COFFEE Prat Ma arte’ | ARGENTINE STATE LINE 


BALTIMORE: Boyd, Weir and Sewell Inc., General Agents 
TRADE _ és tones ag | |___ Di iast ted 24 State St., New York 4, BO 9-5660 
, PHILADELPHIA: 
101 Bourse Bidg. 


% Your coffee arrives in perfect condition shipped Argentine 
State Line . . . 13 days from Santos, 12 from Rio to our 
modern terminal, Pier 25, North River, New York. 


| 
eoecele eoeoeeee | te Fast modern freighters plus 3 new passenger liners serve 
J 
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Monthly — MOLLER STEAMSHIP COMPANY, INC. 


arrivals fro m General Agents 
MATADI 30 Broad Street, New York 4, N.Y. * HAnover 2-1500 


DOUALA West African Agents 
MATADI: A ft, $-C.A:R.4.,: 3 de Vivi, P. O. Box 36, Matadi, 
ABIDJAN Sates P wen rue de Vivi Ox atadi 
DOUALA: Societé Navale Delmas-Veilieux, P. O. Box 263, Douala, 
FREETOWN bran va elmas-Veiljeux x 
via fast modern ABIDJAN: Societé Navale Delmas-Veiljeux, 17, Avenue Louis Barthe, 


. P.O. B 1281, Abidjan, | Coast. 
cargo liners - eee Sener we 
FREETOWN: J. P. Holmen's Successor Ltd., P. O. Box 130, Freetown, 
Sierra Leone. 


West Africa to U.S. Atlantic and Pacific Coast Ports 
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Coffee Movement In The U. S. Market 


(Figures in 1,000 bags) 
Total Deliveries—from : 
Entries Brazil Others 


1957 
500 
546 
544 
563 
571 
634 
721 
654 


963 


1958 
674 


Visible Supply—ist of Month 
Brazil Others Total 


729 
759 
732 
545 
599 
667 
704 
650 
610 


547 
663 
606 
635 
675 
645 
769 
590 
1,075 


1,209 
1,431 
1,301 
1,122 
1,588 
1,290 
1,394 
1,801 
1,790 


1,028 
1,452 
1,336 
1,113 
1,615 
1,213 
1,605 
1,616 


August 
September 
October 
November 
December 


723 
625 
643 
496 
513 


1,874 
1,062 281 
1,436 510 
1,548 57 
. 2,010 688 
1,654 480 533 
1,253 462 ¢ 609 
1,114 419 ! 12 433 
1,160 668 356 
2,106 70% : 2,18! 470 
1,703 818 
2 046 971 


1959 
963 


780 


January 
February 


August 
September 
October 
November 
December 


4.575 


1,947 


1,012 
1,167 


1301 


972 


January 
February 


Figures by N. Y. Coffee & Sugar Exchange, Inc., in bags of origin. (Preliminary) 


SAILS SHIP SAILS SHIP LINE DUE 


f4 
SHIMIZU Yamashita LAS/18 Bo4/22 Pa4/24 Ba4/25 Nf4/28 


Maersk LA4/12 NY4/27 
Am-Pres LA4/20 SF4/25 
Maersk SF4/26 NY5/12 
Yamashita LAS/6 NY5/18 Bo5/22 Pa5/24 Ba5 25 Nf5/28 
Maersk LA5/11 NY5/26 
Maersk SF5/25 NY6/11 
Yamashita LA6/8 NY6/24 Bo6/28 Pa6/30 Ba7/1 Nf7/3 
Maersk LA6/11 NY6/26 


26 Yamawaka 
31 Jeppesen 
8 = Arthur 

15 Susan 

26 Yamakimi 
30 Maren 

15 Rita 

26 Yamakuni 
31 Effie 


SF3/25 NY4/11 

Pioneer NY4/9 Bad/13 Nf4/15 Pad/17 

Am-Pres SF4/2 LA4/4 $D4/10 

Yamashita LA4/5 NY4/18 Bo4/22 Pad/24 Ba4/25 Nf4/28 
Maersk LA4/12 NY4/27 

Am-Pres LA4/20 SF4/25 

Maersk SF4/26 NY5/12 

Yamashita LA5/6 NY5/18 Bo5/22 Pa5/24 Ba5/25 Nf5/28 
Maersk LA5/11 NY5/26 


Sally Maersk 
Moor 
Harrison 
Yamawaka 
Jeppesen 
Arthur 
Susan 
Yamakimi 
Maren 
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Accepts freight for Atlantic and Gulf ports with transshipment at Cristobal, C.Z 


Rita Maersk 
Yamakuni 


Effie 


3 
3 
3 
3 
3 
4 
4 
4 
4 
5 
5 
5 


Maersk 


SF5/25 NY6/11 


Yamashita LA6/8 NY6/28 Pa6/30 Ba7/1 Nf7/3 


LA6/11 NY6/26 


Named to handle new Hixson coffee 


Keyes, Madden & Jones, Chicago advertising agency, 
has been named by H. H. Hixson & Co., Inc., Chicago, to 
handle a new coffee. 

The coffee will be introduced in New York and Chi 
cago, and then will be expanded into national distri 


YOKOHAMA 


Am- Pres 
Maersk 
Pioneer 
Am- Pres 


Al 
itn 


S59 


LA3/22 $D3/27 SF3/29 
SF3/25 NY4/11 

NY4/9 Ba4/13 Nf4/15 Pad/17 
SF4/1 LA5/6 


3/10 
3/15 
3/19 
3/20 


Johnson 
Sally 
Moor 


Wilson bution, the agency said. 


BRAZILS 


SANTOS « PARANAGUA « ANGRA « RIO DE JANEIRO 


CENTRAL AMERICANS 


COSTA RICA » GUATEMALA + NICARAGUA « SALVADOR 


COLOMBIANS 


MEDELLIN » ARMENIA + MANIZALES « SEVILLA » GIRARDOT 


W. R. GRACE: co. 
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tools for more consumption 


(Continued from page 16) 





Help the homemaker ve/ and keep a standard measure for 
If I could put that in my own words, I 
would say: “Emphasize the importance of the CBI ap- 
proved recipe for coffee making.” 


coffee and water.’ 


No one roaster, no one group of roasters, no one organi- 
zation, can stem the tide alone. This is distinctly an in- 
With strength 
of purpose, there is no reason in the world why such a 
but it will take a lot 
a universal basis 


dustry problem, to be attacked as such. 
campaign should not succeed more 
than lip service. Good, sound action on 
is what 1s called for 

The current better brewing campaign is a splendid ex- 
ample of teamwork. Here you have the three coffee trade 
National Coffee Association, the Pan- 


American Coffee Bureau and The Coffee Brewing Institute 


organizations—the 


focusing their attention, talents and efforts on a single ob- 
jective. Early results of this unified effort have been very 
encouraging. But the grave danger ts that the initial en- 
thusiasm that greeted this effort will wane and the whole 


project will die on the vine 


Individual roasters 


We, of course, would like to see even greater response. 
Phis can come through the support of the better brewing 


campaign by individual roasters in their advertising 


columns, through more extended use of approved di- 


rections of cans and bags, and through the stressing of 
correct brewing procedures in radio and television com- 


mercials. Our staff is available to assist you in this field. 


On a trial basis during the last nine months, we have 


conducted home brewing demonstrations on radio and 
television that have taken the better brewing campaign 
kitchens of 2,100,000 homes—at 


tional cost to the industry. The response has indicated the 


right into the no addt- 
real desire of the consuming public for correct brewing 


instructions 


The Cotfee Brewing Institute's job has been essentially 


educational and investigational. It has also involved an 
element of persuasion, which for the want of a better term 
we may call selling. In this case it is not the selling of the 
commodity, but the selling of an idea, an idea capable 
of benefiting both the industry and its consumers. On the 
face of it, such a set-up should be comparatively simple to 


put over, because everybody involved stands to gain 


But it hasn't been easy. Why? History and economics can 


best tell that story. Up to a point, an interesting parallel 
can be drawn between the period when CBI was founded 
Cottee 


Brewing was a problem then. It 


then. It ts 
still re- 


and the present time was abundant 


abundant now 
mains a problem. But here the similarity ends. 

During the intervening six years the trade has run the 
gamut of coffee economics. Scarcity ushered in high prices, 
high prices accentuated competition. Some competitive prac- 
tices degraded brewing standards. Taste discrimination was 
lowered, and consumers suffered. The Institute weathered 
all this 

Our initial job was to alert the trade as to the character 
of our organization, the nature of its objectives and how 


we planned to carry them out. But before we could pro- 
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ceed intelligently, we had to find out from you what your 
problems were and where we could be of assistance. Our 
object was, and continues to be, to work with you. 

Organizationally, our operation was divided to serve three 
broad areas: First, technical research, which has concerned 
itself with the investigation and study of the commodtiy, 
of the beverage, of the equipment used to prepare the 
beverage, and of allied constituents used in the preparation 
of ‘the beverage. Secondly, field research, which has a 
staff of four representatives situated in the main geo- 
graphical subdivisions of the country, who work with the 
roasters, with public feeders, with equipment manufacturers. 
And finally public relations, which conducts a consumer 
program, along with its duties of publicizing the work and 
policies of the Institute. 

We've had to devise ways and means of effectively broad- 
casting the information we've developed and making the 
services we have designed available to as many people as 
possible. Aside from using the conventional media, we have 
developed such features as the Mail Order Brew Analysis 
Service, which enables roasters, public feeders and even 
consumers, in any part of the country, to send us beverage 
samples for analysis and evaluation. 

We also have the do-it-yourself ‘“Coffeetime” program 
for consumer organizations, which calls for the active par- 
ticipation of the sponsoring group in promoting better 
brewing techniques. And, in addition, we have a full-scale 
laboratory consultation service available to you in the in- 
dustry. It is at your beck and call. 

All this, of course, supplements the direct contact work 
of our field staff—the work we have done with roasters 
in helping them solve technical problems; the quantity 
brewing demonstrations, which have been presented be- 
fore public feeders and members of the trade; the work 
with the youth market through our Armed Services Pro- 
gram, and through our appearances on television and radio, 
many of them arranged by you people in the trade, 

By helping your customer attain the best out of your 
blend you will be helping yourself. Satisfied customers 


mean increased sales. 


Brazil boosts domestic coffee consumption 


Based on the initial results of the Brazilian Coffee 
Institute’s program to increase coffee use in Brazil, an- 
nual coffee consumption there may increase to from 
1,000,000 to 6,000,000 bags per year, according to Joao 
Roberto Suplicy Hafers, IBC representative in the United 
States. 

Mr. Hafers, who recently returned from Brazil, said 
that the response of local Brazilian roasters to the offer 
of green coffee from IBC stocks at “low” prices exceeded 


expectations. 


Mexico sets up Coffee Institute 


Mexico has established a Coffee Institute to promote 
and improve the cultivation and processing of coffee, 
and trade in this product. 

Functioning as an agency of the Ministry of Agrt- 
culture, the institute will supervise and carry out the 
commitments which Mexico has undertaken in connection 


with the Latin American Coffee Agreement. 
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Surplus and sales 


Two problems, not unrelated, dominated the 1959 con- 
vention of the National Coffee Association. 

One was the great problem of the world’s coffee sur- 
plus. The other was the stubborn problem of more coffee 
sales. 

On both, some straight talk came from the platform at 
Boca Raton. 

Progress was reviewed. But even more, difficulties to be 
met were stated frankly. 

As we all know, the year between this convention and the 
last saw, at times, almost feverish activity by coffee pro- 
ducing countries and consumers to reach an international 
meeting of minds on what to do about the surpluses. 
international was close. But 


At one point, agreement 


failure to achieve it was not followed by disorderly retreat. 

The Latin American producers set up their own agreement 
on crop retentions. France and Portugal took similar action, 
on their own. And the world's coffee interests settled down 
once more, in the International Coffee Study Group, to seek 
out answers. 

From the summaries presented at the NCA convention, 
it is clear that answers are not easy. But there are signs 
that thinking is crystallizing. 

Opinion is now fairly widespread that retentions, ex- 
port controls or even the moot technique of import con- 
trols, are only stopgaps. 

The real answer, it is now being said, will be twofold. 
We will have to face up to cutbacks in production, on a 
planned basis. And we will have to win recognition that 
the problem goes far beyond coffee alone, into larger as- 
pects of the economies of the countries affected. 

NCA’s 1959 convention gave many signs that the United 
States coffee trade has not stood still on its historic de- 
cision of the year before. 

That was the decision to abandon the old attitude of 
opposition to any controls on coffee. It came in a resolution 
which recognized great dangers in the surpluses, and com- 
mitted NCA to work with the United States government 
and producing countries to seek ‘sound solutions.” 

The decision clearly helped in the unfolding of our 
government's policies on coffee, and in the work of the 
International Coffee Study Group. 

Now, at Boca Raton, United States trade policies again 
moved forward. The 1958 goal of ‘sound solutions’ had 
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begun to take some shape. In 1959 an NCA spokesman 
was able to speak of retentions and export controls as 
emergency measures only, and to suggest a widening of 


economic horizons to take in other resources. 

Now, too, the idea of limiting coffee production is being 
widely discussed. 

The other big problem, selling more coffee, came in for 
even more platform time than surpluses—and that’s as it 
should be in a convention of the United States trade. 

Here, again, there was progress. Since the last convention, 
campaigns were launched—for example, the better-brewing 
drive, on which NCA, the Pan-American Coffee Bureau and 
The Coffee Brewing Institute focused simultaneous effort 

NCA was able to report a real advance in the use of ap- 
proved brewing instructions on coffee cans and bags. This is 
a substantial achievement. 

Similarly, national response to “Everybody Wonders’, 
NCA’s booklet for teenagers, was astonishingly enthusiastic 
among teachers, parents and the young people themselves 

But both 
booklet 


From the platform, retiring NCA Chairman Frederick H 


campaigns better brewing and the teenage 


might have yielded far more, What was missing? 


Silence put it this way: 

“This is another vehicle (Everybody Wonders) for ex 
panding coffee consumption which, like the better-brewing 
campaign, has not been utilized by the very people who can 
travel farthest with it—the coffee industry itself.” 

By implication, although it might well have been explicit, 
the convention pointed up opportunities for more coffee 
volume which could be tapped by stepped-up industry-level 
promotion through the Pan-American Coffee Bureau 

This means finally breaking through to the 25¢ per bag, 
in place of 10¢, as the contribution by members countries 
to PACB. 

In the light of the surplus, and of the potentials for more 
sales, this increase 1n promotion money ts the least that can 
be done. 

Opinion in the trade here is almost universally in favor 
of it. Where there are differences, it is on amount. Many 
coffee men feel it should be $1.00, not 25¢. 

The opportunities for more sales underlined by the Boca 
Raton convention should encourage renewed efforts by the 
producers to come to achieve a break-through on_ this 


problem. 
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Carter, Macy Company, Inc. 


37-41 Old Slip, New York 5, N. Y. 


MEMBER: TEA ASSOCIATION OF U.S.A. 

















Is a new round of package 
upgrading likely 


in tea? 





Is a new round of package upgrading likely in tea? 

That's the question asked by Modern Packaging, in 
an article on the redesigned Salada Tea packages. A 
number of new features in the Salada containers may well 
trigger such a trend, the packaging magazine indicates. 

Salada-Shirriff-Horsey, Inc., Boston, claims to be the 
first in the tea field to lithograph its cartons by the four- 
color process, the magazine notes. 

The key illustration on the cartons is a vignette of a 
This, 


‘in place of 


floral-patterned china cup full of steaming tea. 
Salada feels, introduces real appetite appeal 
the flamboyant poster design common to tea packaging,” 
according to the article 

Modern Packaging thinks that Salada may be a pace 
first users of 


this were the 


full-color, appetite-appeal illustrations on cartons for 


setter in respect for tea, as 


cake mixes, cereals and other foods. 
Salada has 


article 


also. chosen all-white backgrounds, the 


notes, “as a means of providing maximum shelf 
standout amidst competitors, most of which have strong 
color bac kgrounds! 

Citing the fact that Salada has long been proud of a 
quality product, Modern Packaging emphasies that Salada 
has overlooked no details to express product quality 
through improved packaging. 

The new cartons for tea bags have paper-backed foil 
for added promoted in copy on the 


liners protection 


package as “‘foil-sealed freshness—new canister-like pack 
age lined with aluminum foil—completely sealed carton 


easy close.” Opportunity for reclosure 1s 


provided by a special lift tab that can be fitted into a 


open Casy 


base slot in the carton flap. 


. . . and loose tea? 


What about loose tea? The article points out that this 
package ts equipped with a convenient side-opening metal 
pouring spout. Salada says it is the first in the industry 
and that it is an innovation meeting with wide acceptance 

All of the packages are cellophane overwrapped for 
additional protection and more attractive appearance, 

Modern Packaging also reports on Salada’s use of 
friendly sayings, called “tag lines,” printed on each tea- 

For example: ‘‘Strang- 
.. The noblest revenge 


bag tag. Scores of these are used 
ers are friends you haven't met” . 
is forgiveness” “The world looks brighter behind a 
“No one is rich enough to be without a 
. Blessed are the brief for they will be in- 


smile” 
neighbor” 
vited again.” 
In its promotional copy about the “tag lines,” Salada 
says, “Only Salada gives you a bit of fun and philosophy 
with every cup of tea.” The packaging magazine surmizes 
that the tag sayings are calculated to spark tea-time con- 
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Full color hot tea picture on one side, iced tea on the other—that's 
the way Salada handles the facings on its new tea bag package. 


versation while the tea is brewing—and, of course 
draw attention to the brand name 

The new packaging did not just happen, according 
to Salada-Shirriff-Horsey officials. It represents the com 
bined efforts of sales and marketing people at Salada, 
the company's ad agency and the supplier of the litho 
graphed cartons, the Forbes Lithograph Manutacturing 


Co., Boston. 


More than two months’ time was required to arrive at 
a selection of the basic design from more than 50 sub 
mitted sketches, the article notes 

Extreme care was exercised in the handling of the 
lettering of the brand name to maintain strong recog 
nition, yet relate it properly to the cup-ot-tea illustration 
and the over-all design of the package 

Selection of the cup and saucer was made after a study 
of many china patterns and shapes. 

Special attention was given to supporting copy, such 
as contents information, net weight, directions for tea 
making and promotional copy to make certain each re 
ceived sufficient emphasis but would not interfere with 
the over-all design effect. Extra emphasis was given to 
the “deep-flavor’” theme promoted in all the company’s 
advertising. 

The new carton design was tested under actual selling 
conditions before the total change-over was authorized, 
based on sales statistics compiled in a large number of 
markets. 

Modern Packaging concludes with this comment by 
Salada: ‘Proof of the effectiveness of a quality package 
for a quality product is the way consumers are reacting 


at the point of sale.” 
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the outlook for tea mechanization in India 





mechanized world, it 1s not Mr prising 


1) {Pils 


VecHwryryy 


ANCV EAST BLY 


Dal a mbhyect iW the mechanization Of led This 


mmodity iW, by tradit. eel) a product of manual labor 


ssure toward mechanization exists, and research and 
experiments continue 

The picture 15 From the Soviet Union come re 
ports of mechanical pluckers now im operation, In East 
least for the 


MWneven 


Africa, opinion on mechanical plucking—at 
Needy [ulnre 4§ Negalive 

This from Planting and Commerce, 
outlook for mechinization in India 


and in the factory, where mechant- 


ticle, reviews the 


in the field, where it is 
virttally non-existent now, 
zation does exist and the problem is further de velopment 

The tea industry in India is in the happy position of 
having sufficient labor whose standard of work is probably 
unsurpassed anywhere in the world where tea is cultivated 
However, this is speaking of the past and present. What of 
the future? New industries are being created which might 
well compete in the recruitment of labor, resulting in either 
a shortage or a general increase in the wage structure 

Long betore tea became of world importance, tea culture 
and manufacture were essentially executed by manual effort, 
and even today this may be said to apply in a general sense. 
So with the uncertainties of the future, the industry applies 
Its energies to the investigation of mechanization of tea 

In the field, there is considerable scope for mechanization, 
and in fact new and old land in the Assam Valley and else- 
where where suitable ground formation permits ts cleared 
and cultivated by mechanical methods in the initial phase of 
planting. These are tasks w hich are done better and cheaper 
by machine than is possible by hand. And so, in land where 
tea is due for replanting, the uprooting of the old bushes 
is performed by tractor and winch, Subsequent tillage of the 
soil is also done by tractor and plough 

When tea comes into bearing, quite another set of con- 
ditions present themselves Briefly speaking, the work now 
involved is plucking and general cultivation, which includes 
application of fertilizers, spraying against pests and blights, 
weed control, prunning, etc. How many of these duties can 
be done by mechanical means? The answer ts that if tea 
estates are designed to handle mechanical equipment, which 
implies that roading and drainage must allow for the easy 
passage of vehicles, then it can be stated that none of the 
duties mentioned could not be handled by a machine 

Now there are degrees of efficiency involved when com- 
paring the hand Good hand 


plucking is immeasurably superior to machine harvesting, but 


with the machine method. 


it is doubtful whether superiority can be claimed when the 
standard of hand plucking ts poor The application of fer- 
tilizers and insecticides by hand requires adequate supervision 
obtained. Applying 


in order that benefits are 


these by machine must result in considerably greater unt- 


opumum 


formity, owing to the constant speed of a machine, when com 
pared with hand methods, which even at best are necessarily 


pal hy in execution 


| 
On the question of pruning the machine can be said to 


excel over hand methods as regards cost. In an area designed 
for machine operation, a mechanical pruner can deal with 
about 1,000 bushes per hour. In tea planted four square, 
a machine will prune in three and a half hours an acre 
which contains approximately 3,000 tea bushes. A similar 
area, hand pruned, requires some 25 persons to execute the 
work. 

The above remarks apply in the main to the Assam Valley. 
Tea, however, is grown and manufactured under a consider- 
able variety of climatic and geographical conditions. Some 
of these conditions definitely rule out any form of mechani- 
cal substitution for hand methods, where ground formation 
is irregular or excessively steep. In Assam generally and in 
West Bengal, the opportunities for exploiting mechanization 
in the field are distinctly promising. 

Tea manufacture is a most controversial subject. Certain 
important basic characteristics in the manufacture of black 
tea are determined in the stage immediately succeeding 
withering, or in the case of non-wither manufacture, by 
the methods applied during the processing preceding fer- 


mentation 





Mechanical plucking not likely 
in East Africa in near future 


Mechanical plucking is not likely to become generally 
adopted in East Africa in the near future. 

That's the opinion of N. A. Goodchild, agriculturist 
at the Tea Research Institute of East Africa, who has been 
ttudying experimental operations. 

“The indications are in the main promising,” 
Mr. Goodchild. “But much more study is required both 
on the mechanical and the field sides before mechanical 
plucking ts likely to become generally adopted on estates.” 


concludes 








Mechanization of tea as applied to the manufacturing as- 
pect implies the elimination of handling. Although manu- 
facturing methods in general are achieved by mechanical 
means, the type of machines used in some of the stages of 
processing create additional handling. This is brought about 
by bulking considerable quantities of leaf in any one par- 
ticular stage. It is not easy to eliminate some of the factors 
which lead to this bulking process by merely introducing a 
continuous mechanical method. 

In the withering of tea there is a factor known as the 
biochemical change, which so far as is known is a period 
of time. This is about 18 hours under normal atmospheric 
conditions, in order to arrive at the desirable biochemical 
change. The system of withering leaf by natural atmospheric 
or prolonged artificial means automatically obtains the bio- 


chemical change 








A new idea to help you sell restaurants— 


NEW “2-5 METHOD 
ICED TEA IN 


Boil 
ol eee 


Simply multiply this 
formula by the 
NUMBER OF GALLONS 


of iced tea required quart of water 


It’s the easiest, most convenient, most foolproof way 


yet found for making Iced Tea in any quantity! 


BETTER QUALITY CONTROL... LESS WATER TOBOIL AND HANDLE... 


No guesswork, no variation in flavor. It’s Only one quart of water to boil for every 
the best Iced Tea every time, because you gallon of Iced Tea. This saves time, reduces 
use the same basic 1-2-3 recipe for any handling hazards. 

quantity. 


LESS ICE NEEDED... 
BETTER QUANTITY CONTROL... Only one part hot tea is added to three 


Now it’s easy to make a batch for an en- parts cold tap water, automatically cool- 

tire meal, or just an extra batch. ing the mixture to room temperature. Tea 
can be kept at room temperature up to 4 
hours and iced when served. 


FREE! SEND TODAY 





FOR MAKING 
ANY a 


Pou r 4) 


| 24 | 3 


& ink utes, stir tap water 
remo sebeee 


Start selling now! You’re selling 
a method that works-—a method 
that sells Tea for you and your 
restaurant customers. 


FOR NEW SALES HELPS! 


For details see next page>> 





3 New Sales Pieces that will help you 
sell more Iced Tea 





SUGGESTIONS tor 


9 and serving 








Grosses you 85% PROFIT 


This handsome sales brochure 
outlines the great profit story 
on Iced Tea. Gives a quick, 
clear explanation of the ‘'1-2-3 
Method.”’ 


on the Beverage that 











An easy-to-use recipe card with simple directions 
for the ‘1-2-3 Method.”’ Also contains practical 


tips on preparation and service. 


Clip and mail coupon today for free sample and order blank of 
these sales helps. (Available in quantity at actual printer's cost.) 
Start planning now for the biggest Iced Tea season yet. 


Tea Council of The U. S. A., Inc., 500 Fifth Ave. 
New York 36, New York 


Gentlemen: 

Please send me a sample set of Iced Tea sales helps, 
plus an order blank for additional quantities at 
printer's cost. 











Address 





City 








be he. 
* Only ac, for 4 
Cog Cur, 
° Wel, ar 


A novel, attention-getting sales tool to give restaurateurs. 
Exact ingredient quantities for making anywhere from 
1 to 15 gallons of Iced Tea—at the spin of a dial! Made 
of tough, stainproof material that wipes clean with a 
damp cloth, it’s the perfect piece for the restaurateur to 
put in the kitchen for his beverage personnel. 


tea council 


of the USA, Inc. 


500 FIFTH AVENUE 
NEW YORK 36, NEW YORK 





African tea strengthens its position 





Africa’s tea producers strengthened their competitive posi- 
tion last year. More output was accompanied by brighter 
liquoving teas, according to this review in The Tea and 


Rubber Mail, London. 


Higher prices were paid for African teas offered on the 
London market in 1958. The average price shot up by 2d. 
a lb., acknowledging the general improvement in the level 
of quality. 

Africa had a larger quantity to market, with cropping 
stimulated by recently planted areas coming into production. 
Of the increase available, a larger quantity was consigned 
to the Nairobi auctions as well as to meet the growing de- 
mands of the local consuming markets. Nairobi, which cele- 
brated its second year of operations last November, is more 
than fulfilling the brightest hopes, with over 5,000,000 Ibs. 
auctioned last year. 

Any lingering feeling that African teas do not receive fair 
treatment on the London market must have disappeared by 
now. The increasing quantity that is being produced there 
and coming onto the world’s markets is meeting appreci- 
ative buyers, and nowhere is this more apparent than in Lon- 
don, where the greater proportion of the crop is marketed. 
Much of the better quality teas coming from Africa arrive 
at a time when the U.K. packer is faced with a paucity 
of the brighter liquoring teas from the older sources 
India and Ceylon—and it is with avidity that buyers switch 
their attention to these attractive teas, which are urgenly 
needed for the proprietary packets. 

The country of origin is immaterial to a blender seeking 
the teas he requires; neither is the fact that the producer 
has had to pay out heavy export duties. The teas are bought 
solely on their merit, and the fact that African teas on the 
London market averaged over 2d. a Ib. more during 1958 
than in 1957 points to the overall quality of the offerings, 
as buyers have been discriminating, faced as they have been 
with abundant supplies of the medium and plainer descrip- 
tions. 

Reasons for the general improvement in the level of 
quality stem not only from the necessity for producers to 
meet the exacting demands of buyers by greater care both 
in the field and in the factory. It is also a result of the fact 
that many hundred of acres of new areas put out in the 
postwar years are reaching maturity, and with the passing of 
their adolescence, give an improved leaf. 

Despite the unprecedented drought in the latter months 
of 1957, continuing into 1958, which hit Nyasaland and 
Portuguese East Africa, the crop in 1958 created another 
record. Marketing of this bumper harvest was assisted not 
only by its own internal consumption, but by Nairobi, where 
the second year of operations has just been completed. 

In all, East Africa has four outlets for her tea: (1) Lon- 
don, (2) Nairobi, (3) the Pool and (4) private sales. 

The Pool has a more dignified title, “Associated Tea 
Growers of East Africa,’’ and was formed to ensure a reason- 
able supply of tea for local consumption at a reasonable 
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X marks tea growing areas 


price. Membership is voluntary, but the majority of pro 
ducers send to the pool a percentage of their crops and are 
paid rates directly related to those ruling in London, month 
by month. 

Running of the pool for the three territories—Kenya, 
Uganda and Tanganyika—is handled on behalf of the as 
sociation by Brooke Bond & Co., which has the facilities 
for packing and marketing the teas 

While a certain amount of tea is sold by private treaty, 
there is a growing tendency for the larger producers to 
support the auction sales both in London and Nairobi 

It was towards the end of 1956 that 
firms in Nairobi got together and formed the East African 
Tea Trade Association, to establish facilities for the conduct 
of auction sales and to promote closer relations with tea 


a number of local 


producers in the best interests of the tea trade in Eastern 
Africa. The initial sale was held on November 7th, 1956, 
when the quantity offered comprised 149 chests of Kenya 
tea and 126 chests of Uganda 

Only one other sale was held that year, but the following 
year brought strong support from producers not only from 
the three territories, but from Nyasaland, the Belgian Congo 
and Portuguese East Africa. No than 2,500,000. Ibs 
was offered. In 1958, that quantity was doubled with 5,800, 
000 Ibs. catalogued, and the center attracted the teas from 
Mauritius. Nairobi enters its third year with high hopes 
of establishing new records, thus insuring that the producer 
with the choice of markets will be able to obtain the opti- 
mum price for his teas. 


less 


The future level of prices paid for African tea demand 
is influenced not only by the global supply-demand 
position but upon their ability to produce the teas that 
buyers require and the accent there is on quality. It is 


(Continued on page 64) 
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Joint Board meeting to be held 
in Hershey, Pa., May 8th- 10th 


lime and place have been set for the joint meeting of the 
Senior and Junior Boards of the Tea Association and the 
lirectors of the Tea Council 

It will be held the 
Hershey Hotel, Hershey, Pa, 

The joint session, a meeting of industry leaders in in- 


weekend of May 8th-10th at the 


formal surroundings, has become an annual event 


Tea demonstration cart studied 


by Tea Association committees 


A demonstration cart to sample hot or tced tea in stores, 
clubs, ball parks and other public places has been developed 
by the Tea Demonstrations Committee of the Tea Association 
of the U.S.A., chaired by Rob Compton 

The association's directors approved Mr. Compton's re- 
quest that the cart be turned over to the Merchandising 


Committee, to explore practical applications 


Mead elected president of N. E. Tea Club 


Sumner Mead, of the Dwinell-Wright Co., 
president of the New England Tea Club at a dinner meet- 


was elected 


ing in the University ¢ lub, Boston 

Named vice chairman was Frank Waters, of Stanely W 
Ferguson, Inc 

Other officers elected were David Davies, New England 
Tea Pack Co., and Robert Lewis, Delano, Potter & 


Co., treasurer 


secretary ; 


TETLEY TEA 
is specially made 


Finest Teas for; 
Over 100 Years 4 


TETLEY TEA CO., Inc., new york 


OF THE TEA ASSOCIATION OF THE UNITED STATES OF AMERICA 


MEMBER 


JOSEPH TETLEY & CO., Ltd. London 


COFFEE 


Midyear Tea Meeting set 
for April 15th at Park Lane 


The Midyear Meetmg of the Tea Association of the 
U.S.A. has been set for the afternoon of April 15th 
at the Park Lane Hotel, New York City, 

The 1959 industr)-level wed tea campaign will be pre- 
vented, and association leaders will give capsule reviews 
of vital activitizs in the trade. 

The business session will be followed by cocktails, with 
a total charge for the afternoon of $4.00. 

Heading up the arrangements is Joseph Drztki, of 
Carter, Macy & Co., Inc., a director of the association. 








Mr. Lewis has held the treasurer's post since the organ- 
zation was founded. 

About 80 tea men and their wives attended the dinner 
meeting. After the elections, they saw a movie on Nan- 
tucket, with commentary by Ruth Ley. 


Tired tea bags 


Salvation Army Brigadier Frank Longino says that an 
Atlanta, Ga., housewif’ once phoned to say: 

‘Please send someone out to my house right away and I'll 
give him 1,000 tea bags.’ 

It was found that every one of the tea bags had already 


been used. 
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The U. S. Board of Tea Experts, meeting in New York City to set 
tea standards for the coming year. From left: Thomas Moss, 
Thomas J. Lipton, Inc., San Francisco; Albert Guarino, Irwin- Har- 
risons-Whitney, Inc., New York City; Alexander J. Grille, Henry 
P. Thomson, Inc., New York City; Edward Bransten, M.J.B. Co., 
San Francisco; Philip Hellyer, Hellyer & Co., Chicago; Angus W. 
McAdam, A. W. McAdam Co., Boston; Robert H. Dick, Tea Examiner 
for the U. S. Food and Drug Administration. 


Country told about high standards 
for U. S. tea as Board of Experts 
meets to set grades for new year 


People across the country were told last month about 
the high standards for all tea coming into the United 
States. 

Newspapers, television and radio carried stories on the 
56th annual meeting of the U. S. Board of Tea Experts 
at the offices of the Food and Drug Administration in 
New York City 

The stories emphasized United States tea’s unique check 
on quality—the setting of minimum standards for all tea 
entering the country. 


The Board's week-long function meeting resulted in 
the selection of grades which will govern all imports of 
tea into the U 
May Ist, 1959. 


S. tor the 12-month period beginning 


On hand to help taunch the tea tasting activities was 
Bill Moose” New 
York Yankees who, along with most athletes, make tea 


Skowron, star first baseman of the 


his training-table beverage.” 

Skowron, whose three-run homer capped the 1958 
World the last 
industry's first annual award in the sporting world for 


his “outstanding performance as a sportsman and for 


Series, was recipient late year of the tea 


his exemplary standards in physical training.” 


The annual tea experts session continues a tradition es- 
tablished with the passage of the Tea Act in 1897 which, 
incidentally, antedates the Pure Food and Drug Act by 
nine years. 

Prior to the turn of the century, American tea mer- 
chants recognized the need for such an act, and insisted 
that a board be established to set standards. These mer- 
chants actually wrote their own Tea Act, took it to Wash- 
ington and pressed for its passage. 

Participants in this year's joint industry-government 
operation included: Robert H. Dick, Tea Examiner of the 
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Food and Drug Administration, permanent secretary of 
the U. S. Board of Tea Experts; Albert Guarino, Irwin- 
Harrisons-Whitney, Inc., New York City; Alexander 
Grille, Henry P. Thomson, Inc., New York City; Edward 
Bransten, M. J. B. Co., Thomas Moss, 
Thomas J. Lipton, Inc., San Francisco; Phillip Hellyer, 
Hellyer & Co., Chicago, and Angus W. McAdam Co., 
Boston. 


San Francisco; 


Landau elected director of Seeman Brothers 

Seeman Brothers, Inc., New York City, distributor of 
White Rose products, has elected Fred Landau, seniot 
partner of the accounting firm of Fred Landau & Co., as 
a director and a member of the company’s executive com 
mittee. 

Mr. 
committee of General Builders Corp., a director of Lanolin 
Plus, Inc., and a director of the Mt. Vernon Y.M 
Y.W.H.A.. and the Blood Foundation of the 
New York Hospital. Mr. Landau ts also a member of the 
National Board of 

A graduate of the School of Commerce, New York Uni 


Landau is a director and chairman of the finance 
and 


Childrens 
Arbitrators 


versity, Mr, Landau has been a certified public accountant 
for more than 30 years. The Landau firm 
New York, Los Angeles and Washington, D. ¢ 

He has done considerable work for the Finance Depart 
ment of the U. S. Army 


table organizations 


has offices in 


He ts also active in various chart 


Burnett to handle tea for Salada in Canada 
Salada-Shirriff-Horsey, Ltd., 
Leo Burnett Co. of Canada, Toronto, to direct advertising 


Toronto, has appointed the 


for all brands—including Salada tea—currently handled by 
McKim Advertising Ltd., 


The appointment follows assignment of McKim to a por 


effective April lst 


tion of General Foods, Ltd., business, 
Salada-Shirriff-Horsey is reported to have a $1,600,000 

ad budget in Canada, most of which ts allocated to the 

Salada and 


mainder to the Horsey division and to some inst’ tutional 


Shirriff divisions acquired by Burnett; the re 


advertising, 
Venning & Hilton 


which will continue to be placed by Bradley 


Say Chinese tea growers get yields 
from new bushes in three, four years 


Fukien tea growers are cultivating teas with a new 
method which enable the bushes to yield in only three ot 
four years, according to the New China News Agency 

The saplings are grown from cuttings more than an 
They 


begin to grow roots in about a month and 90 of them 


inch long, taken from young trees of good strain 


survive. 
months, and yield their first output in three or four 


The young plants are transplanted after six 


years. 
Seven hundred million Oolong, Mao Fong and other 


tea bushes have been cultivated in this way in Fukien 


province in the past three years, 


These trees, plus those grown directly from seed, would 


raise the total tea output of Fukien province 4.6 times 
by 1962, compared with 1957, the agency said 

The new method has been improved and is now being 
popularized in Chekiang, Kiangsu, Anhwei and Hunan 


prov inces. 
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What do you do with a used tea bag? Put it in this tea-bag dish, 


says Servit Foods, which is offering it as an in-the-pack premium. 


Tea-bag-dish premium 
offered by Servit, 
with le edge for grocer 


What do you do with a used tea bag? 

The Servit Foods Corp., New York City, 1s offering an 
inswer—in the form of tea-bag dish. 

Servit is making the dish available as a premium, packed 
right inside the package of Spoon-Litt Tea. 

As an 


the premium to a penny-sale banner, which tells customers 


incentive to food store operators, Servit 1s tying 


they can get the spent tea-bag receptacle for only one penny 


more than the regular price of Spoon-Lift Tea. The case 
price 1s unchanged, however, which means the extra penny 
goes to the grocer 

Servit feels the in-the-package premium brings to bear 
all the advantages of this form of merchandising, without 
any of the disadvantages of coupon handling which food 
store operators find objectionable. 

The tea-bag dish has repeat power, Servit points out, 
since one of them is necessary for each place setting at the 
table 

‘It can bring the customer back again to complete her 
set,” comments Bert Hauser, Servit president. 

Spoon-Lift Tea uses a patented paper strip on the tea bag 
instead of the usual string and tag. The spoon is sliped 
under the paper strap and hangs on the spoon while the tea 
is brewed. Servit claims this prevents “cardboard flavor’ 
caused when tags fall into the tea. 


Lipton to repeat teapot and cosy premium 


To promote the sale of Lipton Tea and Lipton Flo-thru 
Tea Bags, the teapot and cosy premium featured by the 
company last year will be repeated this year, according to 
sales promotion manager C. Walter Lindgren. 

The premium, highly successful last year, will be offered 
for $2.50 and the top from any package of Lipton tea. 


Brant on leave of absence from Tea Council 


Gerard L. Brant, executive director of the Tea Council 
of the U.S. A., Inc., is on a two-months leave of absence, 


for reasons of health 
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Nov. 
1957 
3,403 
1,914 
548 
217 
1,430 
197 
218 


Dec. Jan. Feb. March 
1958 1958 
3,037 2,742 
4,152 3,445 
510 
303 
1,510 
249 
116 


Black 
Ceylon 
India 
Formosa 
Africa 
Indonesia 
Japan 
Misc. 


257 510 
1,070 1,178 
96 ; 


447 


Green 
Japan 
Misc. 


Oolong 
Formosa 
Canton 
Sentd Cntn 


Mixed 


TOTALS 7,593 8,040 8,187 9,980 9,065 





Tea Movement into the United States 
(Figures in 1,000 pounds) 


April 
1958 
3,915 
2,714 

311 
358 


47 


21 


999 


9,219 


Figures cover teas examined and passed, do not include rejections 


Oct. Nov. 
1958 1958 


4,401 


Dec. 
1958 
3,750 


2 92 5 


July Aug. Sept. 

1958 1958 1958 
2,148 3,989 
1,935 1,188 
651 607 
561 380 
,793 787 
15 61 
340 241 


May June 
1958 1958 
4,412 2,678 
2,272 2,271 
480 362 


529 


927 
459 


ob 


526 
1,664 
29 


411 


1,836 
56 


207 


b46 


9,840 8,216 7,963 9,697 7,81910,085 


Based on reports from U. S. Tea Examiner. 

















Dutch sue to bar tea sale in Antwerp 


from nationalized estates in Indonesia 


Dutch plantation owners whose holdings were national- 
ized by Indonesia are planning legal action against sale of 
the produce of the estates in Belgium and West Germany, 
according to a report by Harry Gilroy in the New York 
Times. 

Indonesian officials have announced that they will shift 
the marketing of tea from Amsterdam to Antwerp, Belgium. 

John van Oldenborgh, chairman of the Association of 
Dutch Enterprises in Indonesia, said that the nationalization 
decree was considered in Amsterdam to be contrary to in- 
ternational law because it was aimed only at the Dutch and 
was therefore discriminatory. 

This will be the chief basis for legal action in Antwerp 
and Bremen. 

Last year's tea crop brought $13,500,000 in the Nether- 
lands. 

Indonesians have indicated that compensation to Dutch 
citizens property will be 
granted only if the Dutch government yields to the Indo- 


whose has been nationalized 


nesian claim on West New Guinea 


Frank Cho, back from Formosa, reports 


formal contract with Taiwan Tea Corp. 


The Taiwan Tea Corp., Formosa’s largest tea planters and 
processors, will be represented in North America by the 
Formost Tea Corp., New York City, a company associated 
with the Sembodja Corp. 

Signing of a contract on the representation was reported 


Frank F. Cho on his return last month from a trip to 


by 
Formosa 

Mr. Cho represented the Taiwan Tea Corp. for ten years, 
but this was the first time the arrangement was signed into 
a formal contract. 

Mr. Cho made an extensive trip through the tea planta 
Formosa. He also attended the ground-breaking 


trons on 


MAR 


ceremonies for a new plant to process the tea from raw 
leaf to finished product, mainly black teas. 

The plant is being built by The Taiwan Tea Corp. in the 
heart of the largest Assamseed tea plantation on the island, 
Yuchth, which is at an elevation of about 2,200 to 2,400 ft 

Quality of Formosa black tea has suffered, in the past, 
from a lack of vertical integration, Mr. Cho indicated. This 
meant little control among the various stages of tea produc- 


? 


tion, from the planting through the manufacturing. 

Mr. Cho points out that the Taiwan Tea Corp., which 
took over the Mitsui properties after World War II, has 
been the best integrated tea organization on the island 

The new plant at Yuchih, added to other well-equipped 
plants, is aimed at further strengthening in this respect, 
especially for quality improvement of Assamseed teas, Mr. 
Cho said. 

He is, as a result, very optimistic. 

“You'll see some very nice teas from that area this year,” 
he comments 


India’s green tea hit by Japanese competition 
The biggest green tea producing area in India, the Doon 
Valley, has been hard hit by competition from Japan. 


This was emphasized recently by P. H. H. Lal, secretary 
of the Dehra Dun Tea Planters’ Association 
India’s first tea garden was planted in the Doon Vailey 
1840. 
tea there. 


in More than 5,500 people are now employed in 
Mr. Lal blamed taxes and rapidly increasing wages for 
pushing up the cost of tea production in the area. 
With the emergence of the Japanese tea industry, Indian 
tea has been eliminated from the Afghanistan market, he 


dec lared. 


India sets tea export allotment 

The government of India has announced the export allot 
1958-59 at 494,500,000 Ibs 

This represents 67% of the crop basis for the year, which 
is estimated at 738,100,000 Ibs 


ment of tea for 





the outlook for tea mechanization 


Continued from page 52) 





Leaf can be satisfactorily withered in two and a half hours 
to three hours, but this is considered insufficient time to bring 
about the biochemical change, and to delay processing whilc 
this is brought about automatically creates considerable 


king of leaf. So if modern methods are adopted for 
w.thering leaf in two and a half to three hours, the leat 
must be stored (bulked), and this means extra handling of 
leat 


Because 


pproximately four times the weight in the 


tate compared with the weight of the final product 


green 


the bulkiness of fresh green leaf, the capital cost of a 
machine capable of dealing with the biochemical storage 
veriod would be considerable, when taking into account 
that it is desirable to make this continuous in operation, if 

e evil of further bulking is to be avoided 

The 


tortion and rupturing of the leaf cells, commonly referred to 


next stage in manufacture of black tea is that of dis 


rolling.” There is no common approach to this subject, 


although in general the machines used are of the batch type, 
which in some cases Cooperate, or work in conjunction with, 
a machine which can operate continuously, depending on the 


character of the tea being manufactured. Once 


pe ind 


satisfactory continuous Operation machine has been de- 


veloped, there 1s every reason to suppose that this all-im 
portant phase in manufacture of tea will be fully automatic 


In ope ration 


With the completion of the processing of tea immediately 
preceding fermentation, the main handling difficulties have 
been left behind. Fermentation once again entails bulking of 
the product, solely dictated by the batch type of machine used 
in the rolling or conditioning stage, which handles from 300 
to 800 Ibs. of leaf in one operation, according to size of 
machine, Fermentation is the intermediate stage between 
the rolling stage and drying. Then there is an abrupt change 
in handling procedure from the batch to the continuous 
system. Drying machines are in the majority of cases ma- 
chines having a continuous feed and discharge. The larger 
the batch of leaf entering the fermenting room, the greater 
the variation in fermentation, and this can only be satistac- 
torily resolved by the employment of fully continuous pro- 
cessing machines, the output of which would be exactly 


related to the dryer capacity. 


Continuous drying 


It has been mentioned that drying of tea by a continuous 
type machine has been established over a considerable period 
in the industry, and this would link up with sorting into 
grades, which is the final process before packing tea for dis- 
patch. In order to deal with a multiplicity of grades, a 
complicated system of handling equipment becomes necessary. 
A reduction in the number of grades would simplify the 
problem and would reduce the complications of mechanizing 
this stage of tea manufacture to a considerable extent. 

In this review, an attempt has been made to present some 
of the problems involved in the furtherance of the mechani- 
zation of tea. Only by diligent and patient research into the 


(Continued on page 64) 
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Packaging innovations, trends 
to be spotlighted at AMA’s 
Exposition, Conference in Chicago 


The most recent innovations and the most significant 
trends in the $15-billion-a-year packaging industry will be 
spotlighted at the American Management Association's 28th 
National Packaging Exposition and Conference in Chicago 
the week of April 13th. 

The latest in machines and equipment, materials, supplies, 
methods and services for the packaging process will be on 
at the exposition April 13-17 in the International 
Amphitheatre. The exposition, annually one of the largest 
of the nation’s industrial shows, this year will be the largest 
in the history of the event. Nearly 400 producers of pack- 
ages and packaging components will occupy close to four 


View 


acres of floor space with their exhibits. 

At the conference in the Palmer House April 13th- 
1Sth, a panel of corporation presidents will delineate the 
expanded dimensions of packaging in industry and explain 
a more integrated approach to packaging 1s paying 
Packaging specialists will follow 


how 
off in increased profits. 
up with descriptions of new techniques designed to improve 
package design, utility, manufacturing, and handling. 

At the opening session April 13th, 
appraise the packaging function from the viewpoint of top 
organization 


six presidents will 


Management, taking up such questions as 
structure, measurement and control of costs, development 
of management talent, and the relation between packaging 
and marketing. 

Concurrent sessions on April 14th will deal with package 
design and utility, and with manufacturing and handling. 
Speakers at the former session will report on a corporation's 
program for cost reduction through re-design and on new 
applications of aluminum, aerosol and display cards in 
packaging. Manufacturing and handling specialists will take 
up the picking and packing of service parts, requirements 
of packaging for the armed forces, a production control 
system for automated packaging, and the engineering pro- 
gram that produced the expanded polystyrene “cocoon” for 
sh'pp‘ng heavy precision equipment. 

The final day of the conference will feature concurrent 
sessions for packagers of consumer and of industrial goods 

In the consumer session, emphasis will be placed on pack 
aging for sales appeal, with descriptions of prestige pack- 
foods, the relationship between advertising 


aging for fine 


and packaging, and a point-of-sale packaging program for 


housewares. 


Kaszuba heads equipment division for Continental 


Richard §, Kaszuba has been appointed manager ot 
the equipment manufacturing division of the Continental 
Cottee Co., ¢ hicago, purveyors of coffee to hotels, restau- 
rants and institutions, it was announced by Alvin Cohn, 
president. 

Mr. Kaszuba joined Continental in August, 1958. He 
was formerly assistant manager of the division he now 
heads 

Previously he was plant engineer for the Standard 
Packaging Corp., Chicago, and assistant plant super 
Container Co., Chicago 


intendent with the Cleveland 


He served as a navigator in the Air Force during World 


War Il 


Packaging 


“Picture label” on bright new coffee can 


uses eye appeal for hot and iced coffee 


A ‘picture label,’’ showing two popular methods of serv- 
ing the product has been used on the new, brightly litho- 
graphed coffee can introduced by Colonial Stores, Inc., 
Atlanta, Ga. 

The cans, lithographed and manufactured by the Ameri- 
can Can Co., use a bright yellow background designed to 
give them extra eye appeal on the supermarket shelf. 

Shown on the label is an almost-full cup of freshly brewed 
hot coffee being poured from a white china coffee pot, and 
a frosty glass of iced coffee. Also shown ts a china sugar and 
cream service, of the same white modernistic design as the 
cotfee pot. 

Superimposed over this scene is the Colonial Stores logo 
“coffee from the 


brown, the words 


and a red scroll proclaiming the product 


type in red and 
choicest blends” 
to be an all-purpose grind 

The packer uses the can lid for directions on the three 
for brewing a 


methods percolator, drip and vacuum 


perfect cup of coffee. The lid ts printed in brown on the 

same brilliant yellow background as the can body 
Distribution of the product is limited te Ohio, Kentucky, 

Indiana, Maryland, Virginia, North Carolina, Georgia, Ala- 


bama, Florida and Tennessee 


Bernard named general manager of Canco sales 


Appointment of David G, Bernard as general manager 


American Can Co.'s Canco Division has 


Stolk, vice president in charge 


of sales for the 
been announced by Robert ¢ 
of the division’s sales department 
Mr. Bernard formerly was assistant general manager of 
the commercial development department, Canco Division 
Prior to joining American Can in 1958, he was assistant 


director of marketing, Hawatan Pineapple Co., and man 
ager of the container products division of the Dewey & Almy 


Chemical Co., a division of W. R. Grace & Co 
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1958/59 coffee crops 
for Brazil, Colombia 
predicted by USDA 


South America ts expected to have a 1958/59 coffee crop 
of 38,200,000 bags, with 34,400,000 bags exportable. 

Brazil is now expected to have a 1958/59 exportable coffee 
crop of 26,500,000 bags 

Weather 
harvest, with scattered insect damage being the only pro- 
duction deterrent. The crop is moving more slowly, especial- 


conditions were favorable for growing and 


ly in the State of Parana 

Sao Paulo is again expected to be the largest producing 
state, followed closely by Parana 

Excellent weather for the development of the 1959/60 
coffee crop in Brazil has been reported. 

Colombia's total coffee production for 1958/59 is now 
estimated at 7,500,000 bags, with 6,700,000 bags export- 
able 

Higher coffee yields in Colombia from increased fertili- 
zation are largely expected to offset drought damage in some 
arcas 

The total 1957/58 coffee crop in Colombia is now placed 
at 7,800,000 bags, with an exportable production of 7,000,- 
000 

Coffee production since 1932 has increased in all De- 
partments in Colombia except Santander and Notre de San- 
tander, where a downward trend has been caused by a shift 
to other crops 

The National Federation of Cotfee Growers of Colombia 
proposes to reduce the area in coffee by eliminating marginal 
producing areas 

The Federation will encourage farmers to plant other crops 
and will assist the growers by providing credit and some 
supervision 

Caldas is the largest coffee producing Department in 
Colombia, followed by Valle and Tolima, with Antioquia 
third 

Slight increases in coffee production are still expected this 
season in both Ecuador and Venezuela 

Contraband coffee shipments from Venezuela will prob- 
ably be reduced in the coming year, as the government 1s 
renewing its efforts to curb this activity 

There are more than 4,800 coffee plantations in Nicaragua 
averaging about 30 acres 

In view of the decline in world coffee prices in the last 
two years, the Nicaraguan government has instituted a na- 
tional program to help coffee growers increase yields through 


efficient production practices 


meeting the problem of the surplus 


(Continued from page 25) 





whether this is to be done and how it is to be done, having 
in mind its own peculiar problems and circumstances. We 
have learned in this country, however, that there is a direct 
relationship between the amount of farm production and 
the incentives which the government gives the farmer to pro- 

and there are 
we have learned 


duce. If subsidizes 


various ways in which this can be done 


a government a crop 
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that the size of the crop will have little or no relationship to 
demand and that the surplus which inevitably accumulates 
must then either be destroyed or purchased by the govern- 
ment. And we have also learned that the cost to the gov- 
ernment—to say nothing of the cost to the consumer—of 
subsidizing farm production can reach proportions that will 
nullify all of the benefits which the economy of the country 
had derived from a stabilization program. The result can 
be a net loss rather than a gain to the economy. 

There is, unfortunately, no way to avoid this problem. 
Trade controls, whether they be of the export or import 
type, by their very nature cannot deal with the basic causes 
of imbalance between production and consumption. They 
can only give governments time to restore the balance with- 
out suffering disastrous economic dislocations in the mean- 
time. And, if continued too long without effective pro- 
duction measures being taken, they can even compound the 
imbalance by increasing the incentive of the grower to 
produce ever larger surpluses. 

If I have expressed with candor a particular point of view 
concerning some of the technical problems with which we 
are faced, I would hope that no one would conclude that 
we are unwilling to consider other ideas and other sug- 
gestions. Other countries doubtless have points of view of 
their own and these may be better. One of the purposes 
of the Study Group is to encourage frank exchange of 
technical opinions so that individual views can be refined 
and _ perfected. 

This industry, with its knowledge and experience in the 
field, is in a unique position to make valuable contributions 
to the achievement of the objective which we all seek 
helping coffee exporting nations to find sound and endur- 
ing ways to prevent severe fluctuations which are so harm- 
ful to their economies. The important thing is that a com- 
mon objective and a determination to surmount difficulties 
exist. Because they do, there are solid reasons to look 
toward the future with hope and with confidence. 


African tea strengthens its position 


(Continued from page 57) 





therefore pleasing to quote the opinion expressed by the 
Nairobi broking firm of Thompson, Smithett & Co., “that 
the tendency in recent months has been for the gen- 
eral level of quality of the majority of teas trom 
all districts of Africa to show some improvement by no 
means wholly attributable to seasonal conditions.” 

The emphasis is on the need for producers (not only 
in Africa) to concentrate on quality rather than quantity. 


the outlook for tea mechanization 


(Continued from page 62) 





f requirements of a product which shows drastic 
physical changes during the various processing stages 1s it 
possible to evolve a satisfactory continuously operating ma- 
chine with due regard to the process preceding and _ suc- 
ceeding that of the machine under investigation. So develop- 
ment becomes more a question of research into a particular 
machine for a particular process, with the final link-up be- 
tween machines and process stages following as a matter of 


special 


course. 
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THE FLAVOR FIELD 
Section of Coffee and Tea Industries, formerly The Spice Mill 


the pimenta industry of Jamaica 





By DR. ERNST GUENTHER, Vice President and Technical Director 
Fritzsche Brothers, Inc. 


Il. PIMENTA LEAVES 
Harvest of the leaves: 


When the pimenta berries are rubbed off the terminal 
branches in the field (see above), the leaves are collected 
as a low priced by-product used locally for the distillation 
Thus the leaf harvest season usually coincides 
However, there may be times when 


of leaf oil. 
with that of the berries. 
the fruit does not develop properly on the trees (for ex- 
ample, when the blossoms are beaten off by heavy rain) ; if 
this happens the leaves may also be gathered in the off- 


season. 
Distillation of the leaves: 


The leaves are distilled either fresh or withered, or even 
after storing and drying for two to three months. Drying 
of the leaves does not seem to affect the yield of oil, provid- 
ed they have not been rained upon. Rainfall is liable to 
cause fermentation of the gathered leaves, which results in 
a low yield of oil. However, the eugenol content and the 
quality of the oil do not seem to be affected by wetness 

The stills are made of copper, and are of 800 to 1,000 
gallons capacity, holding about 3,500 Ibs, of leaf material 
The still head is connected with the tub by a water seal. 
Stills are provided with a perforated false bottom, upon 
which the leaves are trampled down to assure proper pack 
ing and to prevent formation of “rat holes” through which 
the steam would escape without contacting all of the charge 
Distillation is by low pressure steam, and lasts four and one 
half to five hours, including one-half hour for heating up 


he still contents. 


Exports of pimenta leaf oil from Jamaica 


U.S.A. 

United Kingdom 
France 

Canada 

West Gerneny 
Other Countries Balance 


Totel 62,099 lb 


Pimenta berries spread out to dry on concrete platforms (barbecues). 


The oil distills over in two fractions, 1.e., as oil-heavier- 
than-water and as oil-lighter-than-water. In addition there 
is a milky emulsion of both oils and distillation water. The 
heavier and the lighter oils are combined to give the main 
oil, Each still is connected with three to six oil separators, 
arranged in cascade form. Like the stills and condensers, 
they are made of copper, because iron would discolor the 
oil. Every oil separator has an outlet for both the lighter 
and heavier oils. The milky emulsion of oil and distillation 
water 1s piped into a large concrete settling tank, where it 
separates on cooling. The oil layer thus obtained ts of 
dark color, though of normal physicochemical properties 
It is mixed with the main oil. The complete oil is filtered 


clear through bags and stored in steel drums for export 
Yield of oil: 


Depending upon the quality of the leaves and the pro 
ducing region, the oil yield ranges from 12 to 16 ounces 


(up to 23 ounces in rare cases) per 100 Ibs. of leaves, 
Quality of the oil: 


Leaf oil with a very high eugenol content—up to 91% 


is produced only in certain sections of Jamaica. These areas 


fe) c 





ASTA gears for first West Coast 
convention, at Pebble Beach, Calif. 


The American Spice Trade Association is whipping 
mto final shape preparations for its West Coast con- 
renlion 

The event will take place at one of the choicest pots 
on the Pacific Coast—Del Monte Lodge, Pebble Beach, 
Calif. The dates are May 24th-28th 

The new site is expected to add a fresh dimension to 
ASTA’'s customarily tieht paced and fruitful business 
esstons 

In the 


a ; 
thould make for one 


Del 


most enjoyable conventions 


fac tities 


recreation program, Monte's 
of the 
ver 

Details on transportation by train or plane, avd hotel 
reservations and yates, ave available from the American 
Spice Trade Association, 82 Wall Street, New York 5, 
N.Y 

Chairman of the convention committee 1s Harold Gavt- 


gan, San Francisco 








lie in south Manchester, Trelawny, and Westmoreland. In 
most producing regions, the eugenol content of the oil 
ranges from 80% to 86% (usually 83 to 84%). There 
are areas that are known to yield oils with a eugenol content 
as low as 527, but such low grade oils simply are not pro 
duced because they are unsalable. 

The color of pimenta leaf oil depends on the metal used 
in the stills, condensers, separators and storage drums. The 
eugenol content is not affected by the metal. 


Total production of pimenta leaf oil 


There are about 12 distilleries in Jamaica, each distillery 
housing one still and altogether producing from 180 to 200 
drums of pimenta leaf ot] per year. Each drum holds 480 


Ibs. of oil, net 
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Exports of Leaf Oil 


As a result of overproduction and falling prices (compe- 
tition with clove leaf oil in the U.S.A.) a number of pro- 
ducers decided, some time ago, to form an association, hop- 
ing that by restricting production, i.c., by a system of quotas, 
and by withholding the oil, prices could be forced up. In 
the beginning, about 90% of the producers joined this pool, 
but some stayed out because they did not wish to disrupt 
their trade connections with customers abroad. Moreover, 
the independents thought that pimenta leaf oi! must not be 
too highly priced, as it has to compete with clove leaf oil. 

Most of the members of the pool are wealthy landowners, 
descendants of old English planters, who have plenty of 
capital at their disposal and can afford to hold on to their 
stocks, The result has been that substantial quantities of 
leaf oil have remained unsold, with 1957 exports being 
far below those of 1956. The independents, on the other 
hand, have been shipping leaf oil all along, one exporter 
alone having shipped 46 drums each in 1956 and 1957, 
which was more than 60¢ of the total production. 


Direct service from East and South Africa 


to Pacific Coast is inaugurated 


The first direct series of voyages from East and South 
Africa to the United States and Canadian Pacific Coast ts 
claimed by Kawasaki Kisen Kaisha, Ltd., Tokyo, through 
their general agents, Kerr Steamship Co., Inc. 

The new service is the result of a joint operation, com- 
bining Kawasaki Kisen Kaisha’s regular fast monthly 
schedules with the Seaford Shipping Co. (Pty.) Ltd., 
Johannesburg. 

Seaford had been operating a coastal service between ports 
in South and West Africa. 

Inbound voyages will go via the Cape of Good Hope and 
the Panama Canal and will call at Mombasa, Dar-es-Salaam, 
Lourenco Marques, Durban, Cape Town, Los Angeles, San 
Francisco, Portland, SeatUle and Vancouver. 

Each of the principals in this revised operation will con- 
tribute three vessels to the Joint Services. The service from 
East and South Africa to the Pacific Coast will have the 
trade name, Africa Pacific Line. The Kerr Steamship Co., 
Inc., San Francisco, will act as general agents for the joint 


service. 


Canadian spice men set convention site 

The Canadian Spice Association has announced that the 
1959 convention will be held June Sth-7th at the Alpine Inn, 
Ste. Marguerites, P.Q., in the Laurentian Mountains, about 


50 miles north of Montreal. 
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By MARK HALL 


Suying by the roasters has been good 
and the market steady, though the buying 
has been hand-to-mouth, with confidence 
not extending beyond about 60 or 90 
days. This steadiness is more satisfactory 
to both green men and roasters, rather 
than a market subject to wide fluctu- 
ations and uncertainties. 

The opinion is that the change in policy 
in Brazil to more realistic pricing has 
given more confidence to the market. 
Brazils are available at competitive prices, 
and larger quantities are moving into 
the Pacific Coast. They are command- 
ing a larger proportion of the blends, 
which is a trend to old standards 

Brazil futures convey the opinion on 
prices beyond the near horizon. The 
spread of about 9¢ between Colombians 
and Brazils indicate that the former may 
be holding the umbrella over the latter 
and over the Centrals. It is anybody's 
guess as to which country will contribute 
more to closing the gap 

Good milds at the present writing are 
hard to come by, according to local men 
One reason for this is that the East is 
becoming more mild) conscious in_ its 
blends. The West, in the past, has led in 
this preference. Mexicans and Guate- 
malans have been edging up in price, and 
are pretty close to Colombians 

Some roasters claim that the present 
situation is something of a paradox, that 
while green coffees have been consider- 
ably firmer of late, roasted prices have 
one down again. The 
price has been the lowest in nearly ten 


roasters’ list 


years, compensating for this is the fact 
reduced prices to the con 
should 
capita consumption 

8 @ Mort Adams, director of merchan 
dising for the Tea Council of the U.S.A,, 
made his annual appearance at the West- 
ern States Tea 


that these 


sumer increase sales and per 


Association luncheon at 
s last month. It is like a visit from 
friend, who begins where he left 
Mort always has something new. to 
and puts new interest into what has 
heen said before 
In outlining what is being ck 


Council to promote tea in the West, Mort 
said that from 60 to 130 spot broadcasts 
per week will be made in the important 
cities. To enhance the radio programs, 
the Council has developed its own tea 
song, which has taken hold with the pub- 
lic, and many requests for it have come 
in. 

New advertising displays for the stores 
include a four-foot mounted color picture 
of a glass of iced tea. A nine-foot pole 
with an adhesive base allows it to be 
firmly placed on the floor or wall of a 
There is also a mounted color 
picture of a glass of tea, four feet high, 
which responds with a waving motion to 
the slightest breeze Added to these are 


store. 





THE 
BOSS 


By Mark Hall 


See 
“Mark my word” 


on Page 28 











other display incentives in demand by the 
store managers 

The “1-2-3” 
has taken hold with the restaurants. This 
means one cup of boiling water, two 


method of preparing tea 


ounces of tea and three of cold water 
It’s quick and efficient. The tea is not 
diluted with melting ice, as it would be 
if hot tea were poured over the ice. With 
all these selling devices and an 85% gross 
profit for the restaurants, it is expected 
that this vear’s iced tea program will be 
a great success 

John Siegfried, tea dean emeritus, won 
the drawing at the tea luncheon, but due 
to his absence the prize that would have 
ulded to the next 


lrawing. If he appears next time, his 


gone to him will be 


chances will be about one in 15 to. re 
trieve his loss 


\ gift was tendered retiring president 


Charlie Montague for his good work as 
head of WSTA 

Among visitors present was Ed Blesz, 
sales manager for Schilling’s institutional 
division, Western region on tea and 
coffee sales: R. R. Sahin, consul general 
for India in San Francisco; Abdul Sat- 
tar, vice consul of Pakiston; and Tan 
Hoo Tong of the consulate of Indonesia 

In the absence of Tom Moss, presi- 
dent of W STA, and Fred Vance, vice 
president, Larry Meyers the secretary and 
treasurer, took over, and he did a good 
job. 
@ @ Stanton Lee, tea man at M.J.B., is 
conducting a class for the second term 
at the City College here. It has to do 
with the education of students in restau 
rant and hotel management as to the 
proper brewing, selecting and promotion 
of tea in these institutions. Most of 
the students are either in the restaurant 
or hotel business or are the sons of men 
already in it. As this is Stanton’s second 
year, it can only be concluded that the 
school authorities thought he was doing 
a good job 
@ @ Tenco, Inc., has leased a_ building 
with 24,000 square feet at 645 Mariposa 
Street, where it will conduct a blending 
and packaging operation of instant cof 
fees for the entire West Coast The 
soluble 
firm’s plants and will be stored in San 
Francisco for special trade blending. This 


powders are produced at the 


company is one of the largest of its 
kind in the world 

Jack Hornung, who opened the Tenco 
operation here six months ago, will con 
tinue to be western division managet 
Jack expects to move into his new of 
fices about the middle of April 
@ 8 Carl Willenborg, for the past five 
vears West Coast sales representative 
for Jabez Burns & Sons, Inc., New York 
City, has become production manager fo 
J. A. Folger & Co. Carl has had long 
exp rience in the planning and construc 
tion of coffee plants. He worked with 
Folger’s in planning and setting up the 
company’s plant in Los Angeles 
@ @ Folger’s cans were used by two Salt 
Lake burglars to store raw gold) which, 
they had stolen. It 
but probably didn’t lose its flavor 
8 8 The DiGiorgio Fruit Corp. has pur 
chased a controlling interest in S & W 
This is the second time in recent months 


that control of | the been 


wasn't vacuum packed, 


company has 


(Continued on page 71) 
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in his retirement 
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Glaser, wh with the Beacon 


grandfather 


Mare 


He has become a 
baby 


weighed in at a nice 


It’s a boy, 
ounces 

Joel Margolies, father of the 
joined The Tea 
Jeanne is doing well 


new- 
comer, recently Pack 
Co. Mother 
Grandpa Max, a little shaky after the 
experience, came back with typical bounce 
and vim 
@ @® Harold 
tive for The 
well 
after an 


Spitzform, a buying execu- 
Union Co. who was 
coffe 


seve ral 


Grand 
circles, died 
months. He 


known in green 
ness of 
59 

career was with 
1914 as a 
company’s cot fee 
Brook- 


salesmen of 


Spitztorm’s entire 


Union. He 


clerk in_ the 


Grand started in 
shipping 
ftice, which was then located in 


lyn, N. Y He later a 


then a 


was 
vreen coffee, grocery buyer 
His most recent assignment was that of 
nationally advertised brands of 
coffee, tea and other items for 
all Grand Union markets in the New 
York City metropolitan area, New Jersey 
His headquarters were 
Metropolitan Distribu- 
Kisco, N 7 

Mr. Spitzform was educated in Brook- 
Ivn public school 
Drake 
He was a member of the 
Green Coffee 


buver of 


grocery 


and Connecticut 
at the 
tion Center, Mt 


company’s 


s and also attended the 


Business School 
New York 
City Association 
He is 
two brothers and a 
@ @ The New York Coffee 
sociation got a firsthand report o 
National Coffee Association convention 
last month. NCA president) John’ F 
\IcKiernan the highlights, and 
present 


survived by his wife, two 


sons, 


sister 


Roasters As- 


reviewed 


up the coffee situ- 


also summed 


George Gordon Paton, who also ad- 


lressed the dinner meeting, read a 


State Department transcript of 
\ssistant 


Rubottom at his press conference 


ments by Secretary of 


vler, presider roasters’ 


ion, announced <¢ imnovation. At 
discussion will 


next meeting, 


Jonathan, who 
seven pounds four 


a 8 
Otis, 


Earl B. Ackerman, vice president of 
McAllister & Co., has been re- 
appointed chairman of the coffee division 
of the New York City Cancer Com- 
mittee’s 1959 April Cancer Crusade 

The committee has set an unlimited 
goal support its 
edu- 


needed to 
of research, 


for funds 
life-saving programs 
cation and service. 

8 ® Harold Suttle, of 
ton, Inc., was a co-chairman of the an- 
Scout Lunch-O-Ree of — the 


Thomas J. Lip- 
nual Boy 
food, beverage and tobacco industries 
Proceeds of the $25-a-plate affair aided 
the 1959 finance campaign of the Greater 
New York 
America 
Chairing the tea, coffee and cocoa «i- 
vision for the affair Robert J 
Bryant, of Standard Brands Inc., assisted 
by Allan McKissock, Standard 
Brands; Walter H. Langseder, Thomas J 
Lipton, Inc.; and Carl Seeman, 
Bros., Inc 
@ ek. H. Sennhauser has 
named chairman of the spice division tor 
the 1959 Red Cross campaign. Mr. Senn- 
hauser that many 
their employees will want to have a hand 
in seeing to it that the Red Cross is kept 
strong and ready. New York’s share of 
the campaign goal is $6,000,000 


Councils, Boy Scouts of 


Was 
also of 
Set man 


again been 


feels companies and 


a8 
Southern Cross and 
married last month. On 
wedding and reception was a group trom 
the coffee and steamship trades 

Before the big event, a bachelor dinner 


John Tobin, coffee solicitor for the 
Dodero 
hand for the 


Lines, was 


Restaurant, 
friends in 


for him at Fusco’s 
| 


about 50 of his 


was held 
attended by 
these trades 
John and his bride went to the Bahamas 
for the 
Front 
the last ten 
@ 8 Two ladies well 
sailed last month = for 
and Argentina, 
people to see them off 
The Mrs. Lillian Wine 
berger, who is with J. Aron & Co., Inc 
and Mrs. Louis Blumberg, widow of the 
late J. Aron & Co 
They sailed on the 
Burg Sparrenberg 
ee Walter I). Archibald, president. of 
Archibald & Kendall, Inc., has announced 
| Walter | 


charge ot 


honeymoon 
Street has been Jack’s beat for 
years 

cotter 
Uruguay 
coffee 


known in 
Brazil, 
with a group of 


ladies were 


executive 
Columbus Line’s 


Hanse n 


rest arch 


appointment « 
as vice president in 
and development for the spice and season 
firm 


Ings 





A. TL. RANSOHOFE 


Gilles 


NEW YORK 


Cable Address 
“RANWILLIG” 





Co.. INC. 


108 Front Street 








Learning the technique of coffee 


roasting is easy with a copy of 


The Coffee Man's Manual 
$2.50 


The Spice Mill 


106 Water Street 


New York 5, N. Y. 














BOwling Green 9-0189 


JAMES A. ALEXANDER 


COFFEE BROKER 


90 FRONT STREET NEW YORK 5. N. Y. 





Get your COLOMBIANS 


BALZACBRO 


Shortest Route from Growers 


Balzac Bros. & Company, Inc. 


C. T. KONTOS & CO. 


COFFEE BROKERS 
AND 
IMPORT AGENTS 


79 Wall Street New York 5, N. Y. 











H. L. C. BENDIKS, INC. 


NEW YORK 
96 Front Street 


SAN FRANCISCO NEW ORLEANS 
40 California St. 225 Magazine St. 
IMPORTERS - JOBBERS 
COFFEE - TEA 





Edward P. McCauley & Co. 
COFFEE 


One Jones Lane New York 5, N. Y. 


Cable Address: CAULCAFE 











Wm. Hosmer Bennett & Son 


Coffee Agents and Brokers 
NEW YORK, 5 


100 Front St. 
“Laticlave" 





GEORGE P. BOTT & CO. 


COFFEE BROKERS AND AGENTS 


Representing Shippers in 
SANTOS — RIO DE JANEIRO — PARANA 


Members & Graders 
New York Coffee & Sugar Exchange, Inc. 
Green Coffee Association of New York City 


120 Wall Street New York 5, N. Y. 





JAMES W. PHYFE & CO., INC. 


Coffee Brokers and Agents 


Representing leading shippers of 
Africans—Ethiopians—Belgian Congos 


98 Front St., New York 5, N. Y. 
Cable Address: Phyfe, N. Y. 








Reaud-Geck Corporation 
Mexican—Santo Domingo— Ecuador 
Guatemalan—Venezuelan 
Cuban — Africa 


Coffees NEW YORK 


59 PEARL STREET 








S. A. GLASBERG CO. 
ABYSSINIANS — ANGOLAS — BELGIAN CONGOS 
IVORY COAST — MADAGASCARS — UGANDAS 


Cables: Cafruki, New York 
25 Broad Street New York 4, N. Y. 











REAMER, TURNER & CO. 
COFFEE 
Brokers and Import Agents 


o adaee er. NEW YORK 


104 FRONT ST 








ERNEST SINGHOFEN & Co., INC. 


Coffee 


NEW YORK 


TEL.: WHITEHALL 4-8182 109 FRONT STREET 
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By W. McKENNON 


@® @ The annual installation of newly 
elected officers of the Green Coffee 
Association of New Orleans was held 
in the board room of the Board ot 
lrade here 

A gold watch was presented to the 
uutgoing president, John J. Cummings, 
Ir. who will serve as a member ot 
the board of directors 
Installed were George T. Gernon, 
Ruffner, McDowell & Burch, Inc., 
president; Murray M, Squires, Ander 
son, Clayton & Co., first vice president; 
lames S. Levy, IJr., J Aron & Co., 
president; Louis J 
Israel & Bros., Inc 
Bill Ricks, A. ¢ 


treasurer 


Inc., second VICE 
Castaing, leon 
third vice president; 
Ricks & Co., 
Instailed to serve on the board were 
kdward J. Gernon, F. D. Wilcox Co., 
Inc.; Prion I Harris, Schaefer, 
K laussman , Inc Austin \ 
()'Brien Byrne, Delay & Co.; Albert 
Schaaf, Stewart Carnal & Company, 
L.td.; Karl West, Standard Brands, 
Tri and Robert Williams, Volkart 
Brothers, Ine 
@®eitThe New 


bowling leaguc 


Orleans green coffec 


has announced that S 
Jackson & Son continues as first high 
Delta 
Line is again second high team with 
vames at 2,318; and Dupuy Stor 
& Forwarding Corp, is third high 


t 2 POT 


team, with three games at 2,565 


three games a 


Jackson & Son ored the single 
team gam Delta Line 
second with 844, and Westtfeldt 

third with 841 
irst high individual, three games, 
Waguespack, Aron No 
] team, 592: Harrell 
Jackson & Son, second, 562; and L. | 
Dittmer, Delta Line, third with 


Was agaln H 
Lemonier, S 


First high individual game 
by Harrell Lemonier, 259; 
kk. Dittmer, 255; and 

Delta I Ine, 210 


| calls 


standings, at this 
are Delta Line isl Dupuy, 
Jackson & Son, H1/,; Kentucky Ware 

$6; and Biehl & Co., 45 
8 8 |). Michael Compton, of Bowring 
& Dew, Ltd., 
New Orleans recently enroute to Cen 
ral America 

+] 


@® ® Friends and acquaintances in the 


London, passed through 


track were yrieved to f the 
| Phomas 


Forstall 


leath my tte Wtant so 


Buckley, Buckley 


oles 


Thomas Stewart Buckley, III, was 
only nine months old. 
@e\Mr. and Mrs. Paul 
Cotfmann Coffee Co., Des 
were recent business visitors in New 
Orleans. Mr. Coffmann called at the 
ottices of Buckley & Forstall. 

8 @ jf. Vonk, of Internatio-Rotterdam, 
Inc., has left New Orleans, after visits 
to various offices in the trade in the 
company of J. P. Marks, local broker. 
@e Mr. and Mrs. Curry Ducote, ot 
the DeCoty Coffee Co., San Angelo, 
Texas, visited in New Orleans during 
Ducote 


Coffmann, 
Moines, 


the carnival season, and Mr 
called on the trade 
@ B Frederick W. 
western representative of J. Aron & 
Co. Inc. 
main, were visitors here for the car- 
While in New Orleans, 
his headquarters 


Delamain, south- 
accompanied by Mrs. Dela- 


nival season 
Mr. Delamain made 
at his home office, located at 336 Mag 
azine Street 

8 8 Austin O'Brien is out of town on 
business for his firm, Byrne, Delay & 
Co 

@® @ David Kattan has 
Honduras on business for his firm. 

8 @eMembers of the Southern Coffee 
Roasters’ Association are planning on 


returned 


attending the meeting at Point Clear, 
Alabama, April 30th-May Ist. 

eeMr. and Mrs. W. H 
W. H. Kunz & Co., are 


California for business and pleasure 


Kunz, of 
Visiting im 
@ 8 Jerry Toca, who was formerly 
with S. Jackson & Son, is now with 
the Jones Truck Line 

eer 
ecutive committee of the Green Coffee 


a special meeting of the ex- 


Bowling League, an entertainment com- 
mittee was appointed to handle the de- 


tails of the end-of-the-season party, 
which will be given as soon as possible 
after the winter league play 


Phe regular schedule will run one 


week longer than originally planned, 
because games were omitted on Mon 
day, February 9th, before Mardi Gras 
Those appointed to the entertainment 


Abele, Leon 
Chairman; Ed 


conunittee are Rodney 
Israel & Bros. Inc 
Anderson, Ruftner, McDowell & 
Surch, Ine., Allan Colley, Dupuy 
Storage & Forwarding Corp 

\ trophy committee was appointed, 
comprising Dave Esposito, J. Aron & 
Co., Inc., chairman; Fred Goebel, Ken- 
tucky W arehouse : and b Seeger, Biehl 
& Co 
@ @ luzianne Coffee ran a half page 


ad in the Times-Picayune, with this 
headline: “Thanks, New Orleans — 
we're out of mugs!” The copy ex- 
plained: “Sorry, Luzianne is out of 
coffee mugs. Your overwhelming ac- 
ceptance of Luzianne Coffee in the 
family-size three pound pail has ex- 
ceeded our wildest dreams. Luzianne 
ordered what was anticipated as a six- 
month supply. When we saw this im- 
ported stock dwindling we purchased 
every available mug of this type in the 
United States. We're still unable to 
meet your demand Your grocer 
may have a few Luzianne mugs left 

Luzianne’s mug offer will be re- 
peated 3ut in the meantime, re- 
member this: When you buy Luzianne, 
you're enjoying the world’s finest 
coffee. And when you choose Luzi- 
anne’s handy three pound pail, there’s 
always a valuable premium inside.” 
@e]. H. Edwards, Sr., a long-time 
New Orleans coffee broker, died recently 
at the age of 72, after a short illness 

He had operated the firm of J, H. Fd- 
wards Coffee since 1910 and was vice 
president and a director of the Jackson 
Brewing Co. 

Mr. Edwards at one time operated the 
fifth largest coffee brokerage firm in the 
United States, with offices in New Or- 
York. He represented 
coffee exporters in all of the coffee pro- 
ducing countries of the world. 


leans and New 


He was a member of the Green Coffee 
\ssociation of New Orleans and New 
Orleans Board of Trade. 

In addition to his son, Mr. Edwards 
is survived by his widow, three daughters, 
and 14 grandchildren 


St. Louis 
By LEE H. NOLTE 


@ 8 The St. Louis Coffee Club had its 
election of officers at the Stymie Club 
The 1958 officers were considered s 
good that the 
reelected them to office for 1959 
President, Edmund L. Koch, coffee 
buyer for the Old Judge Coffee Co. and 
the Levering Coffee Co. of Baltimore, 
Ma. ; vice-president, James F. McKenna, 
connecied with the McKenna Co., Inc. ; 
secretary, Walter Sipp, coffee buyer for 
the Jas. H. Forbes Tea & Coffee Corp - 
treasurer, Eugene N. Crowson, foreign 
Hlinois Central 


membership unanimously 


freight agent for the 
Railroad here 

The group also unanimously voted to 
have two golf parties this summer, and 
a big Christmas party for the ladies 

It was again made known that all coffe¢ 
roasters, importers, brokers and _ allied 
line representatives are very welcome 
attend all of our meetings 











C. H. D'ANTONIO & CO. 


Coffee 


BROKERS ° 
110 Board of Trade Building, New Orleans, 


AGENTS 


Equipment to buy? 
Equipment to sell? 


Let the classified column of COFFEE 
AND TEA INDUSTRIES help you. 























TEA INDUSTRUES 





San Francisco 


(Continued from page 67) 


sold. The first time was to United Vin- 
ters. 

@® ® George Moran has been ill and in 
the hospital. It is hoped that he will 
soon be on the way to recovery. 

@ ® Dick Sutherland, of Leon Israel & 
Bros. Inc., New York City office, was 
in San Francisco for a short visit. 

@ 8 Jon Dunn, of Haas Bros., spent 
some time last month in Los Angeles on 
business. 

@ @ Ernest R. Senn, until recently on 
the Coast as vice president and general 
manager of the Grace Line and_ the 
Johnson Line, has been transferred to 
New York where he will have charge of 
the Pacific Coast and Great Lakes oper- 
ations of the company. I). N. Lillevand, 
vice president, will take over Mr. Senn’s 
duties as general manager of the San 
Francisco office for the Grace and John- 
son Lines. 


@ @® Tom Duff spent some days roam- 
ing around the Northwest for business 
last month. 
@® @ Fd Johnson, Sr., has a lot of 
business throughout the Midwest that 
needs his attention, so he visited that 
region last month, with a stop in Chicago 
The Grace Lines are happy to announce 
that in February they had two ships with 
60,000 bags of coffee for the West Coast. 
This was not all. Harry March says 
that Mexican coffees began to move in 
February. They had been somewhat late 
@@ A while back it was Ed Manning, 
now it is Bob, who has attracted the at- 
tention of columnists, this time Charles 
Einstein, feature writer for the San Fran- 
cisco Examiner. Bob explained to the 
Examiner how coffee is blended, the his- 
tory of coffee in San Francisco, and the 
high position the city holds for good 
coffee in the country. The Manning’s 
cupping room, tables and Andy Glover 
are part of the coffee tradition in San 
Francisco. As Einstein said, "Coffee 
tasting, like other arts, such as sculpture 
and crap shooting, has undergone no 
significent change in all its history.” The 
permanence of the cuspidor might = b 
mentioned, too 
ss Walter O. Granicher, of Leon Israel 


the Latin American agreement 


(Continued from page 13) 


& Bros., Inc., has been appointed a mcm 
ber of the U. S. Army Coffee Advisory 
Committee for the Pacific Coast replacing 


John E, Duff. 


Northwest 


@ @ “Fasier access and shorter lines of 
communication are tending to bind North 
and South America closer together cul- 
turally, politically, and economically,” 
J. R. S. Hafers said last month at a 
meeting of the Northwest Coffee Asso- 
ciation, held at the Minneapolis Athletic 
Club 

Mr. Hafers is president of the Pan- 
American Coffee 
chief U. S. representative of the Brazil- 
ian Coffee Institute 

The coffee official also reviewed the 
importance of Latin American trade to 
the United States and particularly to the 
Minneapolis area, in an informal talk to 
coffee leaders of the Twin Cities. 

Illustrating the extent to which our 
economic life is influenced by factors of 
international trade, Mr. Hafers noted that 
the principal Latin American 
yvrowing countries buy goods and services 
produced in Minnesota, the Dakotas and 
Wisconsin at an annual rate of $161,000,- 
000. Producing these goods furnishes 
full-time employment for 21,500 workers 
earning over $100,000,000 per year, a sum 
which feeds back into the local economy 
and helps to stabilize wages and employ- 


Sureau and he is also 


ce if fee 


ment. 

On the other side of the coin, Mr 
Hafers pointed out that these goods and 
services of local origin must be paid for 
largely by dollars derived from the sale 
of coffee. Hence, as coffee prospers, he 
declared, so prospers the economy which 
cotfee, either directly or indirectly, 
serves 

“Frequent and convenient interchange 
of ideas, and especially the spirit of co- 
operation evidenced by the United States 
government and the U. S. coffee trade 
in helping us to find practical solutions 
to our problems, has brought about a 
closer and more sympathetic hemispheric 
attitude,” Mr. Hafers said 

“What was once a_three-weeks’ trip 
is now an overnight hop from New York 
to Rio. No longer are we remote and 

removed from the Twin Cities area, 
indeed from any other section of the 


United States. The coffee roasters of the 
Twin Cities will find the channels of 
communication with the coffee growing 
countries always open and receptive.” 

Mr. Hafers served during World War 
Il as a commissioned officer in_ the 
Brazilian Air Force, attached to the U. S 
Air Force. 


Chicago 
By HARRY LANE 


8 ®8 Thomas |. Sexton is now vice presi 
dent in charge of the tea and coffee de- 
partments of John Sexton & Co. at their 
Chicago headquarters plant, 4501 West 
47th Street. During 1959, the company 
is celebrating its 76th year in business 
@ e@ Will Glazer plant superintendent of 
the Coffee Corp. of America, Chicago, 
for many years, passed away last month 
from a heart attack. He was a veteran 
of the 
survive 
@es. S. Rudin has organized the TV! 
Coffee Service, with headquarters at 2540 
West Huron Street, Chicago 

@ 8 The Cory Corp. has named Herbert 
Baker Advertising to handle all national 
and trade advertising for several Cory 


Chicago trade. Two daughters 


divisions 
@ 8 Our sympathies are extended t 
President Harley V. McNamara, of the 
National Tea Co., on the death of his 
mother, Lonie McNamara, at her home in 
St. Louis. 


Southern California 


8 8 Correct methods of brewing coftec 
in the home was the subject of a tele 
John ¢ 
Leach, western field representative of 
The Coffee Brewing — Institute, over 
station KNXT-TV, Los Angeles 
Kendis 


Leach demonstrated the art 


vision broadcast presented by 


\ppearing on the Rochlen 
Show, Mr 
of brewing good coffee in the three most 
popular appliances, namely, a percolator, 
a drip pot and a vacuum maker 

His easy to follow directions were the 
recommendations of The Coffee Brewing 
York, 


search and educational organization cde 


Institute of New non-profit re 


voted to the improvement of coffee as a 


heverage 


fourths of the world coffee trade, should obviously make 
every effort possible to have these consumption-restricting 





stacle. The scandinavian countries provide a good example 
Their per capita disposable income is less than in the United 
States, yet per capita consumption of coffee is higher. 

In many countries of Western Europe, governmental ar- 
rangements, mostly high duties and taxes, discourage con- 
sumption, primarily through their price-raising effect. As 
a result, people cut down coffee consumption. 

The Board of Directors of the Latin 
Agreement has decided to appoint a committee to study 
the situation and propose measures to cope with it. The 
Latin American coffee producing countries, with over three 
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American Coffee 


which will supersede it, 
from its actual functioning 


templated in the present 


duties and taxes removed. or at least lowered. 

The Agreement, signed last September in Washington, 
is to remain in force for a period of 12 months, expiring 
in its present form at the end of September, 1959. This 
allows enough time to study and draft the new agreement, 


based on the experience derived 


A group will start immediately, 


with specific instructions to cover other aspects not con 


instrument, including export 


quotas to the United States of America, and to make sure 


no gap of any nature ts left between the agreement now in 


effect and the one that will follow it 

















CLASSIFIED ADVERTISEMENTS 
Rates: Single Column '/2” $3.50; 1” $6.00 
* $11.00; 3” $1£00; 4” $18.00 
Situations Wanted: 5¢ per word. $1 minimum. 








BETTER COFFEE 


can be made in 


Clean Equipment 
Write for a sample package of 


COFFEE URN 
CLEANER 


WALTER R. HANSEN 
P.O. Box 9!, Elgin, Illinois 











Spices: alt aaa 


Their Botanical Origin 
Their Chemical Composition 
Their Commercial Use 


Price $3.00 


Write to The Spice Mill Book Department 
New York 5, N. Y. 





106 Water Street 





“THE BOOK OF SAUCES” 


One of the most complete 
l-volume collections ever de- 
voted entirely to the art of 
preparing sauces. It treats 
this important subject in an 
interesting way. Also in- 
cludes a short summary of 
many spices, herbs and flav- 
orings. 128 pp., vest-pocket 
size. 
only $3.00 


Coffee & Tea Industries 
106 Water St New York 5, N. Y. 
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YOURS for the asking 


is a monthly “Reader Service’ 
if Coffee G Tea Industries. The 
booklets listed on page 28 of 
this issue contain spectalized, de- 
tatled imformation on various 
mbyects This literature 1s yours 
Merely fill out 


the coupon and mail. 


for the asking 














CAN YOU 


AFFORD TO BE WITHOUT IT? 
See Page 3 
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YOUR 
BRAND YOUR 


INSTANT ene 
COFFEE INSTANT 
TEA 


YOUR 
TWO BEST 
MONEY-MAKERS 


Your Brand Instant Coffee has always brought you higher 
profits than regular brands. 

Now Your Brand Instant Tea doubles the sales appeal 

of your store and your “instant” shelves . . . and 
doubles the profit you’re accustomed to make. 

Feature both Your Brand Instant Coffee and Your 

Brand Instant Tea. 


They’re the two best dollar-making friends you have. 


YOUR PRIVATE LABEL IS YOUR GUARANTEE OF PROFIT 


Wiz —\"|_s_s# | | 
SOL(CAFE Manufacturing Corporation 
——/ 


180-04 BRINKERHOFF AVENUE + JAMAICA 33, N. Y. 





HERE’S WHERE THE COUNTRY’S 
FINEST PRIVATE LABEL BRANDS 





ARE BLENDED 


Ct) wtent oy ors 


yottAND Hy 


“THE BLEND'S THE THING!” 


exciusive 


Company, 


EPPENS, SMITH CO., INC. 


520 Secaucus Rd. Secaucus, N. J. 


The extensive facilities of Eppens, Smith Co., Inc.'s 
modern, new plant can be put to work for you, roast- 
ing, blending and packing your own private label 
brand coffee or tea. 


COFFEE SERVICE 


Since 1855 we have been Importers and Jobbers of 
a full line of green coffees, Roasters, Blenders, and 
Packers of highest quality coffee. Our service in- 
cludes: supplying green coffee, roasting and blending 
to your specifications, packing under your label .. . 
including instant coffee: samples of your coffee 
matched and prices quoted. 


TEA SERVICE 


Since 1855 we have been direct importers of teas 
from all tea producing countries. We, therefore can 
supply you with all your requirements for bulk tea, 
ind tea bags. We will pack to your specifications 
nd under your label 


? 


Our modern plant, conveniently located for highway 
and rail transportation, plus the Eppens, Smith 
Company's 102 years of experience, assure you the 
lowest prices for quality products, and the utmost in 


Jependable service. 


UNion 5-0200 


LOngacre (N. Y.) 3-6264 








